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inside knob, unlocks w en Inst 
closed, or the Turnbutton type, 
with a quick turn for that extra assurance of privacy. 
All Dexlock features — standard Dexter boring. 

Write for literature on Dexter’s complete line of resi- 
dential hardware. 


DEXTER B.OCH DIVISION 
Dexter Industries, Inc. e Grand Rapids, Michigan 


In Canada: Dexter Lock Canada Ltd., Galt, Ontario « Jn Mexico: Dexter Locks, Plata 
Elegante, S.A. De C.V. Monterrey. Dexter Locks are also manufactured in Sidney, 
Australia; Milan, Italy and Porto, Portugal. 
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Chevy beats high upkeep costs on tough construction job 








“Our Chevrolet heavyweights went 150,000 


miles before any major work was needed.” 


—VICTOR LESTER, 
LESTER BROTHERS, INC., 
MARTINSVILLE, VIRGINIA 


‘‘We use 23 Chevrolets to deliver prefabricated houses to job sites, over 
extremely rough terrain, often through deep mud and sand which cause a 
tremendous strain on engine, axles and chassis. Most of our Chevies are 
operated 100,000 miles before engine heads are removed for rings or an 
overhaul. Some of our Chevy heavyweights went 150,000 miles before any 
major work was needed. 

“They cost less to maintain than other makes we’ve owned. We like their 
handling ease and highway speed, too. You’re right when you say no job’s 
too tough for a Chevrolet truck.”’ 

Chevy, you’ll find, is winning a lot of new boosters among building 
supply haulers, for a number of good reasons. Reasons like money-saving 
power, for instance. Chevrolet for ’59 offers newly improved valve-in-head 
6’s that nurse a gallon of gas like nothing in trucks has before. Or big V8’s 
for every Series that include the shortest stroke design—the best saving 
design—in the field. And for the toughness that leads to low maintenance, 
Chevy’s advanced chassis components are specially designed for the capac- 
ity to out-muscle the roughest kind of runs. For the latest in low-cost 
hauling equipment, see your Chevy dealer! . . . Chevrolet Division of 
General Motors, Detroit 2, Michigan, 


No job’s too tough for a Chevrolet truck! 
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For knotty pine paneling... 


consider LODGEPOLE PINE 


small, non-bleeding knots characterize this light, easy-to-work wood 


LODGEPOLE PINE is ideal for all paneling 


applications. It has small knots that do not bleed. It 
machines to a smooth, satiny surface; and it has excellent 
paint and stain holding characteristics. In Lodgepole 
Pine, you have an attractive, practical knotty pine for 


any home or commercial setting. 


Carpenters like it because it is light in weight, easy to 
handle and work. Lodgepole Pine is soft-textured, and it 


is easily nailed without splitting. 


Sheathing, siding, subflooring are other excellent uses 
for Lodgepole Pine because of its smooth milling, accu- 
rate sizing and good insulation qualities. And it is care- 
fully dried, assuring more accurate sizing and improved 
woodworking qualities, insuring lower maintenance costs. 
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A decorating idea that will sell more lumber . . . Western 
Pine Region woods finished in COLOR. Look for our 
advertising in home improvement and do-it-yourself mag- 
azines. It works for you. For more information write to 
Western Pine Association, Yeon Blidg., Portland 4, Oregon. 


Western Pine Association 


member mills manufacture these woods to high standards 
of grading and measurement... grade stamped lumber is 


available in these species 


Idaho White Pine » Ponderosa Pine + Sugar Pine 
White Fir « Incense Cedar + Douglas Fir + Larch 
Red Cedar + Lodgepole Pine + Engelmann Spruce 


Today’s Western Pine Tree Farming Guarantees Lumber Tomorrow 
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WHAT IS “DSC”? This _ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
specifications controlled by the deal- 


ne the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
— by the dealer; control of the 

ome improvement market by the dealer. 





Something to 
Think About .. . 











Dealers with skeptical minds often 
ask how high-priced union labor in a 
northern dealer’s fabrication shop can 
possibly compete with cheaper labor 
available to dealers in the southern 
states. Or, how prefabs made in higher- 
priced city yards can compete with 
lower-scale workers in country towns. 

George Ballinger, manager of Inde- 
pendent Lumber Co., Cleveland, Ohio, 
has done a lot of thinking on this sub- 
ject. His Heritage Homes component 
program, described on page 44 of this 
issue, is the result of this thinking. 

“The answer to the question of wage 
differentials between north and south 
and between city prefab workers and 
small-town carpenters lies in the fact 
that good carpenters and other workers 
naturally gravitate to the northern cities, 
where wage rates are higher. What's left 
in the small southern towns is often 
the so-called ‘wood butcher’. 

“When you put efficient fabrication 
tools in the hands of skilled workmen 
such as we have in Cleveland, then 
add the savings from highly mechanized 
materials handling, the city prefabber 
can make and sell component panels 
for less than his country counterpart. 

“You must also consider the savings 
in erection time. A precision-made wall 
or roof component made in our shop 
can save enough money in erection time 
to offset any differential between shop 
and site wages. As a bonus, the house 
is tightly constructed in a manner 
that’s impossible with on-site carpentry.” 
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Mortite Weatherstrip now comes in 
new eye-catching, speedier-turnover, 
faster-profit packages! 


Here it is . . . redesigned for more sales with Mortite .. . 
the new BARGAIN BOX! A real bargain-buy for your 
customers—the famous, nationally advertised ‘Fingertip 
Weatherstrip” —90 feet of the finest weatherstrip 

money can buy. Enough for a full half-dozen windows 
and it sells for only $1.39 per box. 


DEALER PRICE—ONLY $11.12 

That’s list less 3314. Shipping wt. 25 Ibs. 

12 BARGAIN BOXES in each Dealer Carton. 
Newer, bigger profit. You sell for $16.68 
THAT'S $65.66 PROFIT FOR You! 


Completely new and created especially to step-up 
impulse purchasing—the all-new, individually 
packaged JUNIOR BOXES. 12 boxes in each 
Mortite Counter Display Unit. Attractive, 
self-selling, plenty J. gen a! bay grr any eid 
average window—and at only 29¢ each retail, ‘ ag, , 

they'll go like wildfire. aos a nee ay BARGAIN BOX 
YOUR COST—ONLY $9.28 eS ‘ samainisadedted 
List less 3314 of course. Shipping Carton contains 

48 Individual JUNIOR BOXES packed 12 

boxes to a Counter Display. Shipping wt. 16 lbs. 

Order by Cartons of 48 only. You sell at 29¢ ' 

for a total of $13.92 AND THAT'S $4.64 JUNIOR BOXES 

PROFIT TO You! Stock No. JR-48 


WHAT’S NEW WITH YOUR 
MONEY-MAKING FRIENDS 














Foamflex doorstrip now 
comes in a new improved design that's _ 
more efficient than ever! : 


Notice the exclusive, new “Offset” feature ™ 
It adds new security—presses against the door 
stop for the most perfect, airtight seal you’ve ever ? 
seen. New wrap-around label tells and sells. 

Simple instructions in every FOAMFLEX 

package give easy, step-by-step information. 

Anyone can weatherstrip a door in 10 minutes! 


RETAILS FOR $2.29 
Your customer gets everything he needs to 
weatherstrip a door—even the naiis. You get a 
handsome 12-Unit self-selling, Display Carton 
that takes only inches of floor space. YOUR 
COST, $18.32... YOU SELL FOR $27.48 
AND YOUR PROFIT IS... $9.16 
For complete information and 


name of nearest jobber, write to 


Remember ... you can DOUBLE-SELL! . . . Every purchaser of 
one Mortell Product can be sold the other by simply calling it to 
his attention. 


MORTELL WEATHERSTRIPPING... NATIONALLY ADVERTISED 
FOR OVER 18 YEARS! 
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PERSONAL VIEWPOINT 





Housing Bill Vetoed 


It is difficult to disagree with President Eisenhower's decision to veto 
the 1959 Omnibus Housing Act. By the time legislation reached his desk, 
it had become a monstrous affair reflecting the selfish interests of var- 
ious pressure groups. 


What should be a simple bill to increase private homeownership was 
now legislation for expanded public housing, urban renewal, college 
housing and classrooms, hospitals and cooperative apartments, to men- 
tion a few items. Only when you read the entire bill does the impli- 
cation for tremendous spending, more government control strike home. 


In his message to congress, the President did not mention increased 
bureaucracy; rather, he spoke of excessive spending and inflation. Everv 
dealer should note that congress wanted to spend $1,375,400,000 for 
urban renewal, college loans, hospitals—areas having nothing at all to 
do with private housing of any kind. A cool $900 million would be spent 
in just two years for slum clearance in big cities. 


Also, proposed were 140,000 public housing units to be spread over 
four years. The House originally asked 190,000 and one bill called for 
100,000 a year indefinitely. We’d just guess the total bite to the tax- 
payer would have reached $3.5 to $4 billion in the end. 


Lost in the shuffle was the modest FHA insurance program. This 
self-supporting agency requested $5 billion each year for insurance au- 
thorization; higher maximums, $22,500 on single family homes and- 
lower down payments in the middle-price brackets. We anticipate a sep- 
arate bill will now be drawn for FHA and promptly passed. 


Being against the present bill, of course, is no answer to our slums 
and creeping blight in major cities. Something must be done to provide 
decent housing for people who can’t, for the moment, buy homes. We 
resent, however, the tendency to turn the problem over entirely to 
Uncle Sam—a guy who already has his money problems. 


In addition, urban renewal and public housing, with few exceptions, 
now winds up controlled by city politicos, who see a growing bonanza 
for patronage and graft. They are gaining this position by default—no 
one takes any real constructive action or offers an alternative. 


Profits In Cash-And-Carry 


The continued growth of cash and carry—and it’s more widespread 
than most people think—can be traced largely to healthy profits. Mar- 
gins may seem slim but high volume and fast turnover makes the dif- 
ference. 


C&C operators are reluctant to show operating statements, largely 
we feel because the figures would encourage others to sell in this man- 
ner. We can cite one example. On sales of $800,000 yearly with an in- 
vestment of about $120,000, one yard returned a net of $53,000 before 
taxes and paid its owner and his wife $50,000 yearly salaries. Only 10 
employes are required for the operation. The high executive salaries 
raised the eyebrows of the Internal Revenue Bureau, but they can be 
justified by the presentation of a qualified accountant. 


Cash-and-carry progress is being countered in critical areas by deal- 
ers merchandising their services and practicing Dealer Sales Control. 
(See page 5.) Here we have two basic marketing forces at work in our 
industry today. Each dealer must make his own decision for the future. 
We can take no stand. Our job is to give you the facts while they are 
still fresh and you still have enough lead-time for long-range planning. 


A good example was the first detailed account of how a cash-and- 
carry lumberyard operates. (American Lumberman, October 14, 1957.) 
Watch next month for our latest rundown on the newest techniques 
in cash-and carry, why some conventional dealers are opening c&c yards 
and what other dealers are doing about it. 








Barclite 
isa 
natural 








Yes, translucent Barclite Decorative Panels 
are a natural for year ‘round, high profit 
sales! Offer endless versatility for home 
and industry as screens, light panels, slid- 
ing doors, dropped ceilings. Leaves, ferns, 
butterflies, decorator fabrics in the finest 
reinforced fiberglass panels. So easy to 
install. Contact your distributor now! 


BARCLITE CORPORATION OF AMERICA 


Box AL8, Barclay Bldg., New York 51, N.Y. 
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NEW 
DEVELOPMENTS 


American Lumberman, August 3, 1959 


EISENHOWER'S VETO OF THE HOUSING BILL was expected by the industry but 
obviously was quite a rude shock for Senate Majority Leader Lyndon 
Johnson. Talk of a two-thirds vote by Congress to override the veto 
had about disappeared as we went to press. 

Shaping-up is simple legislation before August 30th to give FHA insur- 
ance authority to continue and other measures keeping going public 
housing and urban renewal already in the works. A new Omnibus Housing 
Bill will not be seriously considered until sometime next year. 
Experts in the capitol point out that an omnibus bill has become an 
obsolete way to handle housing legislation. Their suggestion is for 
two separate bills = one for private housing, the other frankly labeled 
social welfare legislation. Nearly two-thirds of the vetoed bill was 
concerned with measures in this category - urban renewal, relocation 
housing, public housing, housing for the elderly, college classrooms 
and hospital construction. 


HIGHER INTEREST RATES on mortgages are a sure thing, but we predict they will 
have little effect on house starts. Further, we believe housing can 
compete successfully with others seeking funds. 

Historically, interest on mortgages topped 9% in the early 20's and 

this was at a period when, population considered, we registered a high- 
point in starts. For better or worse, the home buyer is interested 
mostly in his down payment and monthly payment. Low interest rates 

are desirable, but they aren't everything to a man with a growing family. 














RUNAWAY INFLATION is something else again. If it becomes severe, you can 
kiss private home building goodby. Public housing and private rental 
apartments will dominate the scene. This is not a guess, because our 
visitors from countries with severe inflation report it happens without 
exception. 

In Chile, for example, there is practically no private home building 
because long-term mortgages just can't be written. Public housing and 
apartments for rent go up, but there is a shelter deficit (new units 
vs population growth) each year. 


NEW STANDARDS FOR ALUMINUM combination doors and windows are being distributed 
this month to housing offices, banks, Better Business Bureaus, con- 
tractors, lending institutions and others. As reported last September, 
the National Combination Storm Window & Door Institute has a new seal 
program to.protect the public from shoddy merchandise. The seal also 


helps dealers buy and sell quality goods. ie 


FIRE-RESISTANT CEILING TILE will follow decorator designs as a further sales 
boost for this popular product. Many of these new items will use 
rock wool treated in a new manner to reduce the problem of damage. 
One top manufacturer is said to have his machines in place ready for 
production with output slated almost 100% to lumber dealers. Such 
a product usually requires a firm base and is adhesively applied. 
But new research is coming up with a surprise in this direction. 


SEPARATE REMODELING DEPARTMENTS are being rapidly installed in yards across 
the country. This and yard fabrication of trusses (See A.L. July 6th 
issue) are significant developments worth watching. 

Manpower is still a problem, but this is not slowing a trend to separate 
departments where selling, installations and profits can be accurately 
controlled. As suggested editorially for years, these departments are 
one-stop service centers for the public. It takes about a year to 


get such a division rolling, but the rewards then are worth the effort. 
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Know your AIM"... Pittsburgh Plate Glass does... 
Packaging Lumber Speeds Unioading and Handling 


The Pittsburgh Piate Glass Company of Henryetta, Oklahoma, is now 
receiving shipments of packaged lumber in box cars. This new technique 
speeds materials handling and permits important economies from time of 
arrival to production line use. (Idea No. U1-19) 


The lumber is packaged at the mill, then loaded into box cars and braced by 
: the interlace securement method, using heavy-duty Acme Steel Strapping. 
Acme idea Man A uate "a The shipment arrives at Pittsburgh Plate Glass Company in excellent 


oe Se condition, ready for fast unloading with mechanical handling equipment. 


a 7 % Savings gained from mechanical unloading are further increased by production 
sonal pinddiginn F A economies. Formerly, lumber sizes were manually selected for production use. 
Ideas. # F | Packaging the sizes of lumber in the sequence they will be used on the 


production line has eliminated manual handling. 


*Know your Acme idea Man. He will work with you to help improve 
handling of your incoming supplies. Call him at your nearest Acme Steel 
office or write Dept. ABU-89, Acme Steel Products Division, Acme Steel 
Company, Chicago 27, Illinois. In Canada, Acme Steel Company of Canada, 
Ltd., 743 Warden Ave., Toronto 13, Ontario. 


Hue] STEEL STRAPPING 
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IT'S THE NEWEST 
DESIGNER-CREATED PATTERN IN 


i. NEVAMAR &f 


The carefree high-pressure laminate 


Delicately star-studded and gold-sparked on back- 
grounds of white, beige, lemon, gray and turquoise, 
Venus will capture the imagination of any woman and 

create a showplace of her kitchen. NEVAMAR keeps its 
satin-smooth beauty always, providing a carefree, 
lifetime surface that never needs refinishing. Available 

in regular or post-forming grades, Venus is a pattern 
with exciting sales-potential. We'll be glad to send 
you samples. 


Find your NEVAMAR dealer 
in the Yellow Pages. 


This is 
NEVAMAR 


> A HIGH PRESSURE Laminate 
> REWSTANT TO CIGARETTE SURES 
> WITHSTANOS BONING WATER 





"LONG BEACH, CAF» MA, P= CHICAGO, ILL. * DENVER, COL. 
om ROE NC *® JACKSON, TENN. * INDIANAPOLIS, IND. 





“They won't 
catch me napping 
when opportunity knocks’’ 


Get the jump on bidding competition— 





with daily DODGE REPORTS 


e Be sure you don’t miss out on real opportunities. 
A job you didn’t bid ... but would have if you’d known 
about it ... is money down the drain. You need to know 
who all the prime contractors are — so you don’t have 
to depend on invitations to bid. 

e Be sure you bid only on the kind of job you know 
will be profitable. It costs money to prepare bids. If 
you want to concentrate on jobs that will do you most 
good, you need reliable facts about new building proj- 
ects — and you need them early in the game. 

Be sure you know who’s bidding against you. 


Be sure you're not misled by gossip and rumors. 


How can you be sure? Easy — with Dodge Reports! 


Dodge Reports are individual project reports. 
They’re mailed to you daily. You get Reports only on 
the types of building you’re interested in — in the area 
where you do business. They tell who’s going to build 
what and where...whom to see...when bids are wanted 
on each stage of construction ... who else is bidding. 


If you do business anywhere within the 37 eastern 
states, let us show you how Dodge Reports can improve 
your operation and increase your profits... keep you 
ahead of competition. 


WRITE FOR FREE BOOK 


F. W. Dodge Corporation, Construction News Division, 
119 West 40th Street, New York 18, N. Y., Dept. AL869 


Send me the book “Dodge Reports — How to Use Them Effectively 
and let me see some typical Dodge Reports for my area. I am interested 


in the general markets checked below. 
[_] House Construction [] General Building 
[] Engineering Projects (Heavy Construction) 


” 





Area on 





Name 





Company 


Address 


Dodge 


le) 


Reports 


ne 
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SEHSIBLE SIDING OF ASCO ALUMINUM 
ATTRACTS BUVERS! 








Building firms like the Buchanan Development 
Co., Aspen Knolls, Maryland are learning that it’s 
good building with Alsco Aluminum Siding. 


Not only does Alsco keep building costs competitive, 
but its two coats of factory baked-on enamel elimi- 
nates hold-ups due to inclement weather. - The 
finish (nearly 50 color combinations are available) 
offers a wonderful sales story, too. Wonderful in 
the fact that it virtually eliminates paint worries— 
almost cares for itself. And show us a homebuyer 
who won’t trade paint worries for Alsco Aluminum. 


Gable ends are 
vented with 
pre-formed 
louvers in two 
panels of 
Alsco Siding. 
Eliminates 
sheathing, 
framing. 


Lolo 


Alsco manufactures aluminum windows, shutters, 
louvers, soffit and fascia material. 


This three bedroom home by Buchanan Development Co., Aspen Knolls, Md. 
has Alsco Siding, Shutters, Vents. Architect: John A. d’Apagnier, Silver 
Springs, Maryland. 


More and more lending institutions are grouping Alsco 
Aluminum in the same high loan classification as brick 
veneer. It’s designed to meet F.H.A. requirements for new 
construction. Investigate Alsco today! It’s pre-sold in Better 
Homes & Gardens, American Home, House & Garden, other 
leading home publications. 


RUSH 


porocc ccc 


BUILDER'S DIGEST 
of FACTS ABOUT 
ALUMINUM SIDING 


and other aluminum building products. 
Building Products Division, Dept. 5-71 
ALSCO, INC., 225 S. Forge St., Akron 8, Ohio 
Name. 

Firm Name 

Address 


City SEReerommeee =F eee ee 
(Please attach this coupon to your letterhead) 
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NEW SINGLE HUNG WINDOW 
WITH REMOVABLE SASH 
...at lower than ever cost! 


BOUL 


reat new 


Push-button, lift-out lower sash 
Full length finger rail 
e No metal to metal contact on moving parts 
e Interlocking meeting rail 
e Positive mechanical balance holds set adjustment 
e Hollow extrusions for added strength 
e Snap-in hard vinyl simplifies reglazing 


= ROLLING GLASS DOORS « PRIME WINDOWS 

‘sera Ses WINDOW WALLS « COMBINATION STORM 

a DOORS, WINDOWS, SCREENS ¢ JALOUSIES 
¢ EXTRUSIONS 











Samer 


























BRERA ES >, 


windows from Capitol! 


e Prime window and storm sash tracks in one integral frame 


e All panels easily inserted from inside . . . can’t be removed 


NEW FOUR TRACK SLIDER from outside 
designed for builders... by builders e Two full length finger rails for easy opening of prime window 
WITH ALL THE MOST e Storm sash and prime window have full vinyl weatherstripping 
ASKED FOR FEATURES: for air-tight fit 


e Save on delivery . .. storm sash can be shipped pre-installed 
in prime slider 


e Heavier welded frame .. . maximum rigidity 


See Your Capitoi Distributor For Full Information 


CAPITOL PRODUCTS CORPORATION 


CAPITOL . . . a single source, singular service for ALL your aluminum doors and windows! 
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A. KLAUSNER, owner, 
Waterloo Supply. 


CUSTOMERS ARE ASSURED of their exact change 
with a National Change Computing Register. 


WATERLOO SUPPLY offers its cus- 
tomers a wide variety of products. 


“Our C@lalional Change Computation Register 


saves us 2,200 a year... 


pays for itself every 11 months!” —Watertoo supply. Atron, ohio 


“Our National System provides our 
customers with prompt, efficient serv- 
ice,” writes A. Klausner, owner, Water- 
loo Supply. “Our customers certainly 
appreciate the automatically computed 
change provided by the National 
Change Computation Register. Gone 
are embarrassing errors due to mental 
computation. Now, our customers are 
assured of the correct total and change 
due them. 

‘The National System enables us to 
keep accurate up-to-date records and 
thus have better control over all depart- 
ments. In this way, our over-all opera- 
tion has been strengthened through 


careful attention to previously over- 
looked and unprofitable areas. Time- 
consuming details such as sales tax and 
refunds are now easily controlled with 
mechanical totals. 

“We consider the National System 
to be a highly profitable investment 
with many time- and money-saving 
features. Our National Change Compu- 
tation Register saves us $2,200 a year 
... pays for itself every 11 months!” 


owner, Waterloo Supply 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your store, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly 
through savings, then 
continue to return a 
regular yearly profit. 
National’s world-wide 
service organization 
will protect this profit. 
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PENNVERNON Window Glass just couldn’t be 
more brilliant than it already is. Its good- 
looking, sparkling clear, unmarred surfaces 
are the result of a special vertical drawing 
process that produces “window glass at its 
best.”” You get the same permanent transpar- 
ency, the same high reflectivity on both sides 
of the sheet. 
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PENNVERNON is easy to look at, easy to 
look through, easy to clean. Request clearer, 
smoother PENNVERNON for all the window sash 
you make or buy. You can get this quality 
glass from your nearest Pittsburgh branch or 
distributor. Pittsburgh Plate Glass Company, 
632 Fort Duquesne Blvd., Pittsburgh 22, 
Pennsylvania. 


pennuernon”’. ..- not just window glass 


ITTSBURGH 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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On time on FIRESTONED ! 


They cut costs on building supply deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 

And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES 


Copyright 1959, The Firestone Tire & Rubber Company 


TRANSPORT SUPER ALL TRACTION 


a 


Firestone 


BETTER RUBBER FROM START TO FINISH 
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Worth its weight in gold 


as a sales maker—- JOHNS-MANVILLE 


Fay ola Metoblhic style floor tile 


Your “do-it-yourself’”” customers 
will snap up this exciting Johns- 
Manville Terraflex® vinyl asbestos 
GOLD METALLIC style. Home- 
makers shopping for something 
new and different will be quick to 
realize they have found a rich 
gold strike in J-M GOLD METALLIC 
style to add sparkle and decora- 
tive beauty to the floors of any 
room. 

The gleaming gold color of J-M 


JOHNS-MANVILLE 


GOLD METALLIC style Terraflex re- 
tains the brilliance of gold for years. 
Glistening whites, too, hold fast 
to their true white color. There is 
no fading even after years of wear 
and exposure. And the extra- 
smooth surface makes floor main- 
tenance easier and carefree. 
You'll strike real pay dirt when 
you display and promote J-M GoLp 
METALLIC style Terraflex. To learn 
how it can make money for you, 
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see your J-M Representative or 
write Johns-Manville, Box 158, 
New York 16, N. Y. 





J-M Gold Metallic Style 
Marbleized Type: 
#302 Nubian Gold—black with gold and white 
#326 Desert Gold—sand with gold and brown 
#327 Arctic Gold—white with gold 
Terrazzo Type: 
#312 Malay Gold—black with gold 
#363 Polar Gold—white with gold 
Size 9” x 9” Thickness 1/16” 
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Houston's Retail Dealers Will 


Open Products Display Center 


Public will be invited to attend daily demonstrations and visit 
65 product booths of newest building materials. Homeowners 
may secure lists of reliable contractors and financing informa- 
tion. Opening scheduled for fall. 


A permanent building materials 
display center, conceived and devel- 
oped by the Retail Lumber Dealers 
Association of Houston, Tex., will be 
opened to the public this fall. 

Believed to be the first year-round 
display area of its kind ever spon- 
sored by a retail lumber dealer group 
in this country, the Center will occupy 
12,500 square feet in a building easi- 
ly accessible from all parts of the 
city. 

The air-conditioned 
include 65 demonstration sections 
(8’x10’ each) on 9 aisles. Office 
space will be available to firms allied 
in the building materials field. 

Houston dealers will indorse all 
materials and services found at the 
center. An attractive brochure, outlin- 
ing plans for the new Center, points 
out the benefits manufacturers, deal- 
ers, distributors and consumers can 
expect from the exhibits. 

Manufacturers will have the ad- 
vantage of proper product exposure 
backed by year-round advertising, 
and distributors can cooperate with 
their lumber dealer customers in a 
joint sales effort. For dealers, the 
Center will act as a clearing house 
for customers, who can be referred 
to reliable dealers for their products 
and services. Consumers will be able 
to see the latest products and product 
demonstrations under ideal circum- 
stances; they will receive descriptive 
literature and a list of qualified car- 
penters and contractors, if requested. 

Daily demonstrations. Plans call for 
daily product demonstrations by a 
staff of trained personnel. Daily hours 
will be 9 to 9 and possibly Sunday 
afternoon hours. 

One of the main advantages of the 
Center, Association officers believe, 
will be a consolidation of products, 


structure will 
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literature and services at a centralized 
point. 

Preliminary plans also call for a 
year-round program of TV, radio, 
billboard and newspaper and direct 
mail promotion together with special 
events to insure maximum consumer, 
builder and architect use of the Cen- 
ter. A dealer-distributor advertising 
program will be directed to the con- 
sumer. 

One of the main purposes of the 
Center, according to association pres- 
ident Weldon Walker, will be to com- 


bat the suede-shoe operators in the 
home improvement field. C. E. Bueh- 
ner, head of the Houston Better 
Business Bureau, says he receives an 
estimated 500 complaints each month 
from homeowners, who claim to 
have been misled by firms and indi- 
viduals selling home improvements. 

Joe Butler, secretary-manager of 
the association, said the idea for the 
Center originated with the associa- 
tion’s Market Development Committee 
last year. Tom Wier, Jr., is chairman 
of this committee. Other members 
are: Bob Stahlman, Tom Menefee, Ed 
Taylor, Russell Nix, Douglas McNair, 
Ralph Isaacs, Horace Woods, Joe 
Onstad, Roy Cummings, W. A. Dan- 
iels, Shirley Kahlden, Carl Detering 
and Bill Freeman. 





HOUSTON 


BUILDING 


ee AERIAL 


CENTER 


== Merchandising 


Program 


COVER OF ATTRACTIVE BROCHURE, which details the benefits of the Houston Build- 
ing Materials Center to the manufacturer, distributor, dealer and consumer. 
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JOHN GROSSMAN, right, vice-president, 
L. Grossman Sons, ready to take off from 
Boston for the Polish International Trade 
Fair. Edward H. McGrath, director of 
airports for the Massachusetts Port Au- 
thority, bids Grossman good-bye. 


i 


REUBEN GROSSMAN, chairman of the board, L. Grossman Sons, explains kitchen 
built-ins to fair-goers. Polish translator interprets for the crowd. Note Grossman 


calendar on the wall. 


Polish Fair Visitors Marvel 


At Grossman Lumber Store 


John Grossman holds spectators spellbound with how-to- 


do-it demonstrations. 


Demonstrations of hardware and 
building products at the model Gross- 
man Building Materials Store, part of 
the Poznan International Trade Fair 
in Poland, revealed that the Poles 
had never heard of many of our com- 
mon consumer items. 

John Grossman, head of the New 
England retail chain which set up a 
demonstration store at the Poland 
fair, said that the Polish people had 
never heard of power lawn mowers, 
electric ovens with temperature con- 
trols and even grass clippers. 

Writing in the Boston Sunday 
Globe, Grossman said: 

“Mechanics were interested in our 
aluminum rack, with its sheets, rods, 
channels, angles, screws and nuts; 
and the aluminum foil that is a com- 
mon household item to us. They were 
greatly intrigued with the power tools. 
In the barber shop I got the dem- 
onstrator to change her script to in- 
clude the plastic countertops, which 
could not be scratched or burned. 
Formica, Pionite, etc., had never 
even been heard of in Poland. 

“They were constantly worried 
when I deliberately left lighted a cig- 


aret on the kitchen counter. I kept 
lighting cigarets to let them burn on 
the counter. I banged the surface with 
a sharp tool and joked about how 
vodka couldn’t damage the surface. 

“In jig time, I taught them to pre- 
pare a surface by sanding and the 
application of glue. 

“They had never seen birch kitchen 
cabinets such as we displayed. Nor 
had they ever envisioned an oven 
mounted in the wall. 

“We showed how to measure a 
floor for asphalt tile, how to prepare 
the surface with felt and how to lay 
the tiles. We showed how to measure 
poor ceilings for application of in- 
sulating ceiling tile, which we applied 
with a staple gun. We let one or two 
visitors use the staple gun while the 
others stood amazed. 

“They had trouble understanding 
how paint could be thinned with 
water. Most wondrous of all to them 
were the plastic wall tiles, which we 
applied to show how they could be 
used in kitchens and bathrooms.” 

The Quincy lumberman broke the 
ice with the Poles by handing out 
cards with the Polish word for “smile” 
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printed on them. “I have never seen 
such a reaction to these cards. | 
could pull one from my pocket and 
send a whole group of people into a 
fit of laughter,” Grossman said. 

Private business. Grossman found 
many houses are owned by the state 
and rented to tenants. The man who 
owns his own business pays a much 
higher rent than a worker and he is 
entitled to fewer state benefits than a 
worker. A worker gets free medical, 
dental and hospital care, but the man 
who owns his own business receives 
free hospitalization only for his child- 
ren when they have contagious dis- 
eases. 

Houses are heated by either coal 
or coke, which is generally delivered 
by horse and wagon and shoveled 
onto the sidewalk, where the lady 
of the house scoops it into a basket 
and carries it inside. In Warsaw near- 
ly all the visible housing was apart- 
ments of four or five stories, newly- 
built to replace those devastated by 
war. 

“Even in Poznan,” said Grossman, 
“it seemed that all housing had cen- 
tral heating, but not all had hot water. 
In Warsaw, hot water is sold from a 
central heating plant and is piped hot 
to the apartment houses. This hot 
water is not hot according to our 
standards—it’s only warm.” 

Grossman saw few washing ma- 
chines or refrigerators, which are ex- 
pensive and not very well made. 
Warsaw has one government-run TV 
station and TV sets, owned by a few, 
are treated like priceless possessions. 

Grossman said that the average 
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POLISH FAIR LUMBER STORE (¢esins on page 21) 
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HAND TOOL DEPARTMENT is pointed out by Reuben Grossman with garden tools 
nearby and do-it-yourself accessories on the bench. Scene is at the Grossman store, 
which was part of Poznan International Trade Fair in Poland. 


person earns about $3.50 per week 
while anyone earning $10 is con- 
sidered well to do. The average man 
may have to work a month to buy 


a suit, which costs about $15 or near- 
ly two weeks for a pair of shoes. 
However, a man may get a haircut 
and shave for the equivalent of 9¢. 





American Lumberman’s Import Article 


Read at Congressional Session 


The seven page editorial section, 
“Is It Smart to Sell Imports?”, which 
appeared in our April 13th issue and 
which stirred up such a controversy 
in building materials circles, was in- 
troduced in Congress last month as 
evidence of the need for safeguards 
to protect American manufacturers. 

Rep. Cleveland M. Bailey (D., W. 
Va.) occupied the floor of the House 
for 20 minutes, alloting his entire 
time to reading extensive excerpts 
from American Lumberman’s article, 
including the editorial, “It Isn’t Fun- 
ny Any More.” 

Commented Rep. Bailey: “Ameri- 
can Lumberman asks and answers 
some pointed questions aimed at 
awakening the American businessman 
to the dangers that lie ahead. The 
editorial, ‘It Isn’t Funny Any More,’ 
handles this problem without gloves.” 

Among the spokesmen for Ameri- 
can industry quoted and whose re- 
marks were printed in the Congres- 
sional Record of July 13th were the 
following: J. H. Walsh, merchandis- 
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ing manager, The Lufkin Rule Co.; 
Paul Robin, sales manager, Penn- 
Akron Co.; B. S. Falk, sales manager, 
Independent Lock Co.; P. H. Greven- 
goed, advertising manager, Dexter 
Industries, Inc.; Thomas B. Andrews, 
sales manager, Southern Screw Co.; 
Donald Linville, executive secretary, 
Hardboard Association; Charles M. 
Jones, vice-president for sales, C. 
Hager & Sons Hinge Manufacturing 
Co.; J. E. Fox, Jr., sales manager, 
residential hardware division, Sargent 
& Co.; Richard C. Fritz, advertising 
manager, McKinney Manufacturing 
Co.; Clark E. McDonald, managing 
director, Hardwood Plywood Institute. 

Rep. Bailey pointed out that he is 
not opposed to reciprocal trade poli- 
cies. 

“What I am trying to do,” said 
Rep. Bailey, “is to throw greater 
safeguards around American manu- 
facturers so that they. may continue 
to make a profit and continue to sup- 
ply jobs for men and women who 
need jobs here in America.” 


Lumbermen Expected Under 
Minimum Wage Coverage 


Watch for a concerted drive by 
Congress to pass—or otherwise dis- 
pose of—a series of major legislative 
measures this year rather than post- 
pone them until 1960. 

Reason? Politics, as usual! The 
primaries come up in May and June 
and Congress will adjourn early in 
July for the political conventions. 

That is basically the reason why 
Senate Democratic Leader Lyndon 
Johnson let the word slip out that he 
intends to keep the Senate in session 
until the middle of September if nec- 
essary this year. 

As a result, Congress will pass some 
housing legislation this year and may 
also pass a compromise minimum 
wage bill. The latest speculation is that 
the proposed increase in the minimum 
hourly wage from $1 to $1.25 will be 
dropped in favor of extended cover- 
age—including lumber dealers—under 
the current $1 minimum. 


N. J. Bill Bans Sunday 
Sales by Lumber Dealers 


Gov. Robert B. Meyner has signed 
a bill prohibiting the Sunday sale of 
lumber and building materials. The 
bill provides for a November refer- 
endum by each of the 21 counties in 
the state on the November general 
election ballot. 

Sunday sales will be prohibited 
starting November 15th in those coun- 
ties in which the referenda is passed. 
To place the referenda on the bal- 
lots, petitions signed by 2,500 voters 
must be presented before the election 
to the election boards. 

The bill, some legislators charge, 
was designed especially to ban sales 
by highway discount stores, which 
have thrived on Sunday business, 
thereby cutting into the business of 
downtown merchants. The measure 
also prohibits the sales of clothing, 
appliances and furniture. 


Main Line Lumber Hit 
By FTA Consent Order 


The Federal Trade Commission has 
affirmed a consent order requiring 
Main Line Lumber and Millwork Co., 
Wayne, Penna., to discontinue its 
deceptive pricing claims. 

The Commission adopted a hearing 
examiner’s initial decision based on 
an order agreed to by the company 
and the FTC’s Bureau of Litigation. 

Contrary to the concern’s advertis- 
ing, the complaint charged various 
appliances, fixtures, equipment, ma- 
terial and services are not included in 
the advertised prices for certain pre- 
fabricated homes, but are extra cost 
items for which purchasers must pay 
separately. 

The agreement is for settlement 
purposes only and does not constitute 
an admission by the respondents that 
they have violated the law, an FTC 
report stated. 
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Cally Wbaibus 


BUILD REPEAT BUSINESS=— 
SUBSTANTIAL PROFITS FOR YOU 





Anyone can sell cheap 
windows but keeping them sold 
is a different story. The short 
profit becomes expensive if it 
costs you good customers. 


Cheap windows cost your 
customers more to install and 
more to service. 





Invest a Little Time in the future of your business by telling and 
selling the story of quality windows. 

Wood Windows provide residential character not available in 
metal units. Wood is a natural insulator—metal is a natural 
conductor. 

Removable Wood Windows insure better weather protection 
with natural insulation—plus take-out convenience, the feature 
that sets modern windows apart from windows manufactured 
fifty years ago. 

Top Quality and Top Value are the basic guides which have 
made R:O-W Removable Wood Windows the fastest selling 
double-hung unit in the country. Original cost is a little more 
than the lowest priced units—installed cost is often less. You profit 
more and your customers have the extra bonuses of lasting beauty 
and performance. 


R-O-W SALES CO. 1306-8 ACADEMY * FERNDALE 20, MICH. 
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Cost Control is Theme of NRLDA 
Exposition Materials Handling 


“More Profit Through Cost Con- 
trol” will be the theme of the ma- 
terials handling program to be held 
at the 6th annual Building Products 
Exposition of the National Retail Lum- 
ber Dealers Association. 

Inventory and space controls as re- 
lated to costs will be illustrated to 
dealers through demonstrations and 
clinics, in the Cleveland Public Au- 
ditorium, Nov. 14-17. 

Panel discussions and _ featured 
talks by industry speakers will cover 
labor, use of equipment, work pro- 
cedures, layout and other important 
cost items. 

Scorecards. Morning demonstra- 
tions will provide a means of judging 
costs in relation to handling efficiency 
and yard layout, according to J. V. 
Wright, NRLDA director of ma- 
terials handling. Dealers will get note- 
books containing scoresheets on which 


to keep time records of all handling 
procedures from receipt of materials 
at dock side, through a simulated 
yard and on to the site. 

Dealers will be shown how to 
evaluate the cost, through perform- 
ance, of fork lift trucks, conveyors 
and other mechanical handling equip- 
ment, Wright said. 

Demonstrations will also show me- 
chanical handling of component house 
parts such as wallpanels and roof 
assemblies. 

Yard problems. Dealers are en- 
couraged to bring slides and draw- 
ings showing yard problems. Many of 
these will be prepared in advance 
and used as a basis for “Problem 
Workshops” at the Exposition. Experts 
will be on hand to suggest solutions. 

Information on procedures for sub- 
mitting problems will be available in 
late August, Wright said. 


I ea 


FYUMIING KOWUNS 


SAP OSITION 


CLEVELAND wovi4-r7 1959 


OFFICIAL SYMBOL of 1959 Building 
Products Exposition of NRLDA, to be held 
in Cleveland, Ohio, Nov. 14-17, 1959. 


Stuart S. Caves, Honeoye Falls, 
N. Y., is chairman of the NRLDA 
materials handling committee. Carl W. 
Muhlenbruch, president of Educa- 
tional and Technical Consultants, 
Inc. of Evanston, Ill., has been re- 
tained by the Exposition to coordinate 
the materials handling program for 
the November show in Cleveland. 





MODERN DESIGN but with a dining atrium going back to Roman times is seen in the 
model home to be erected during the NRLDA exposition next November at Cleveland. 


Outdoor Living Featured in Home 
Planned for NRLDA Exposition 


Indoor-outdoor living will highlight 
the unusual model home to be erected 
for the 6th annual NRLDA exposition 
in Cleveland next November 14-17. 

Sponsored by Parents’ magazine and 
the Lumber Dealers Research Council, 
the display house will be built just out- 
side the Cleveland Public Auditorium. 
Designed by Grosvenor Chapman, 
AIA, with Laurence S. Higgins, AIA, 
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of the LDRC as associate, the house is 
planned around today’s active, out- 
doors-minded family with young, grow- 
ing children. Three outdoor living areas 
are incorporated in the plan. 

A dining atrium with family privacy 
is part of the plan. By way of back- 
ground the term atrium describes the 
principal room in early Roman times 
which had a central opening in the roof 


with a tank below to catch rain water. 
In addition there are play areas inside 
and outside the house, also separate 
indoor and outdoor living area for par- 
ents and children. 

The demonstration house will have 
three bedrooms. However provision is 
made for a fourth which can be added 
without costly changes after the house 
has been built and needed by the fam- 
ily. The house will have 1,400 square 
feet of living area and can be built on 
a lot as small as 65’ across. 

The home will receive national 
publicity next year when it will be 
featured in the June 1960 issue of 
Parents’. Lumber dealers will be offered 
an opportunity to tie-in with this na- 
tional promotion by building the home 
in their own communities. Details will 
be available at the exposition. 





ALUMINUM “HOUSE OF EASE” in 
Bloomfield, Conn., above, is one of mod- 
el homes in 43 cities opened this year 
in program coordinated by Reynolds 
Metals Co. The aluminum people claim 
that the aluminum siding, shingles, win- 
dows, etc., save the buyer $6,000 in 
upkeep over 30-year period. 
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Housing Legislation Alive; 
Here's the Foggy Picture 


Housing legislation and mortgage 
money—two potent forces on home 
building—are currently in the news, 
but their effect on the industry will 
be delayed until later this year or 
next year. 

It’s still too early to say exactly 
what the effect will be. But before 
jumping to conclusions, consider this: 

Congress is not likely to pull out of 
Washington without some housing leg- 
islation to renew the expiring govern- 
ment housing programs, and there al- 
ready is talk that money will be easier 
in 1960. 

Despite the bitter reaction to Presi- 
dent Eisenhower’s veto of the omnibus 
housing bill, the Democratic leader- 
ship will not let die the housing pro- 
grams spawned 25 years ago in the 
early days of the New Deal. 

Without legislation, FHA’s mort- 
gage insuring authority will be de- 
pleted, the FHA home improvement 
program will expire and there will be 
no more public housing units. 


Down the drain. Urban renewal 
will go by the board, also military 
housing, college housing, elderly hous- 
ing, trade-ins, and the Voluntary 
Home Mortgage Credit Program. 

With adamant Administration op- 
position to new spending programs— 
and lack of Democratic votes to over- 
ride a veto—chances are that a skele- 
ton bill will be passed simply extend- 
ing these programs. 

The National Association of Home 
Builders declared that the President’s 
veto of the omnibus housing bill 
“could well result in the loss” of 400,- 
000 homes and one million jobs in 
the next year. 

The home builders also decried the 
tightening of mortgage money, but 
said the effect of it will be delayed 
until near year’s end, since builders 
have pretty well covered current op- 
erations with commitments. 

The biggest effect, NAHB said, will 
be on building plans for next year. 
And they already are being made. 

Housing spokesmen other than 
builders seem to think, however, that 
a peak in credit tightness may be 
reached in the fall and that money 
will continue to be fairly available 
even if at higher prices. 

For one, the National Association of 
Insured Savings Associations took this 
view, pointing out that higher interest 
rates will reduce fringe borrowing and 
bring in a good flow of savings at the 
same time. 

FHA Commissioner Julian H. Zim- 
merman noted that the mortgage mar- 
ket has been “confused” recently but 
saw no cause for concern. 

Zimmerman said FHA believes 
there will be 1,300,000 homes built 


this year—and this takes into consid- 
eration a decline from a rate of l1,- 
400,000 early in the year to about 
1,250,000 by year’s end. 

“It must be a part of the forecast,” 
he added, “that there will be adequate 
mortgage money to finance the vol- 
ume of construction.” 


Interest rising? For this reason, the 
commissioner stoutly denied any plans 
to increase the FHA interest rate from 
5% 9% and he said it would be “hard 
to justify” under the circumstances. 

Nevertheless, there was a general ex- 
pectation that FHA would be forced 
to boost the rate to stay competitive 
if other interest rates continue to rise 
even until the autumn months. 

Most savings and loans across the 
country, for example, are paying 
about a 4% dividend and will need 
an investment portfolio returning 
about 6% to keep up this dividend 
rate. 

Even with interest rates rising above 
it, however, there was considerable 
interest and activity in GI loans at 
5%% after the one-half of 1% in- 
crease became effective early in July. 


Thus, home building—an industry 
of crises—was in a paradox as it 
went into the fall home-selling season. 
Surprisingly, there was little concern 
even though things will get worse be- 
fore they get better. 


As the situation stands now, hous- 
ing has been on a gradual decline 
since February—not in actual num- 
bers, but on the basis of what should 
be a sharp upturn in activity during 
the building season. 


This, however, was predicted as 
early as last fall and is taken as a 
matter of course by government and 
some industry officials. 


Stimulated by the Emergency Hous- 
ing Act early last year, housing helped 
pull the nation out of the recession 
and reached a peak around year-end. 


New Firms in Alaska 

A trio of men who have all worked 
in various Anchorage, Alaska, lum- 
beryards have started the Internation- 
al Building Supplies Inc. of that city. 
Owners are W. E. Plett, Don Porter 
and Ted Ziemlak. The yard contains 
more than three acres, with 9,200 
square feet covered with concrete. 


Also in Anchorage, the Palmer G. 
Lewis wholesale company from Seat- 
tle. has appointed William C. Black- 
well to manage its new branch there. 
The firm has served Alaska for the 
past 20 years. 
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Profit more with your own 
millwork stock. Get started for 
as little as $5,000. Sell finest 
quality Crestline at greater 
markups for less than your 
competitors. Write for 

details today. 


te CRESTLINE 


REMOVABLE DOUBLE-HUNG 
WINDOW UNITS 


REMOVABLE SLIDEBY 
WINDOW UNITS 


STACKING AWNING 
WINDOW UNITS 


CASEMENT WINDOW UNITS 


PANEL AND SASH, SOLID | 
CORE, BI-FOLD, LOUVER 
AND ALUMINUM DOORS xd 


OT write 
CRESTLINE} THE CRESTLINE COMPANY 
=| WAUSAU, WIS., DEPT. A 


que” (formerly The Silcrest Company) 
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Wood Home of The Future May 
Be Built for $5 a Square Foot 


A two-day “brain storming” session 
of lumber dealers, builders, architects 
and lumber manufacturers held in 
Washington, D. C., may point the 
way toward the $5 per square foot 
home of the 1960's. Held by the Na- 
tional Lumber Manufacturers Asso- 
ciation, the Timber Engineering Co. 
and the National Association of Home 
Builders, the 27 experts attending 
called for: 


* Improved methods of component 


construction 


* Ways to hold down or reduce on- 
site labor costs 


* More pre-cut, pre-packaged and 
pre-finished wood items 


* Help to builders in conserving ma- 
terials through more precise engineer- 
ing and use of the same material for 
both. 

The conference was called by the 
lumber group to get the views of ar- 
chitects and builders how wood might 
capture a greater share of the hous- 
ing market. The edited transcript of 
the meeting runs 187 pages, an in- 
dication of the volume of ideas gen- 
erated. 


Among the retail lumber dealers 
participating were S. B. Slaughter, 
Jr., New Richmond, Wis., and Rich- 
ard D. Flowers, Mansfield, Ohio. 


More components. Greater use of 
component parts was named as one 
of the building industry’s primary 
objectives for the 1960's, the decade 
when new home construction is ex- 
pected to break all existing records. 

One builder said he thinks it pos- 
sible to reduce home building costs 
from the present $10 per square foot 
to around $5. The architects and 
builders agreed wood has a “tremen- 
dous future” in home building if the 
lumber industry will do the product 
research necessary to keep pace with 
competitive materials. Voiced fre- 
quently was the recommendation that 
the wood industry launch a mammoth 
research program and set up a cen- 
tral housing research and develop- 
ment laboratory. 

A key proposal was that “some sort 
of master tinker-toy” system be de- 
veloped so wood parts could be 
fastened together into _ structural 
frames or panels by unskilled me- 
chanics. 








Sell Pickering Lumber for Built-ins 


ie 
a 


For built-ins, interior paneling, framing or exterior siding— 
Pickering “Gold Medal” Pine is unsurpassed. 

It’s soft, smooth, well-manufactured, nice to work with, nice 
to look at. Why not go after more built-in business, more 
paneling jobs, more house jobs with Pickering quality. 


Telephones: Sonora 





Let us demonstrate Pickering service on your 
next requirement. Drop us a line. 


LUMBER CORPORATION 


Standard, California (Necr Sonora, Calif.) 
MILLS: Pickering Lbr. Corp. 

West Side Lbr. Co. Div. 
Je 2-7141 
Tuolumne WA 8-4213 


SUGAR PINE 
PONDEROSA PINE 
WHITE FIR 
INCENSE CEDAR 


Standard, Calif. 
Tuolumne, Calif, 
TWX: Sonora 116-U 
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More livability. Architects partici- 
pating called for greater emphasis on 
good design and special features that 
increase livability and individuality of 
homes. These factors, they said, 
should be given as much thought as 
building costs. 

Other major recommendations by 
the conference: 

* Standard wall framing system fast- 
er and more economical than con- 
ventional wood framing 

¢ Structural wall panels insulated and 
finished on both sides 

¢ Pre-framed structural wall system 
in standard heights and adaptable to 
easy alteration on the job 

* Improved methods for using struc- 
tural lumber for finished openings, 
eliminating frames and trim 

* Standard designs and parts for 
loadbearing window walls 

* Wood windows with fewer parts 
and a simple way to put windows in 
sandwich walls 

* A roofing panel complete with in- 
terior and exterior finish and insula- 
tion, to cover spans of four feet or 
more 

¢ Laminated materials stronger than 
plywood, with economy lumber as 
cores and finished lumber for facing 
* New structural and finish uses for 
wood particle board 

¢ New acoustical applications of large 
wood panels 

* A more economical system of wood 
floor construction over crawl spaces, 
basements and first floors 

¢ A new product combining subfloor 
and finish flooring 

* A combination floor-ceiling panel 
for one-piece construction of ceiling 
and subfloor between two habitable 
levels 

¢ Assembly-line methods to adapt 
custom designs and engineering to the 
mass housing market 

* Pre-cutting and pre-packaging of 
studs in less than eight-foot lengths. 

The lumber industry was urged to 
develop pre-cut and _ pre-packaged 
roof trusses of standard design for the 
most popular length spans. These 
trusses, conference members said, 
should be grade-marked and certified 
as to stress-grade of lumber used and 
load-bearing capacity of each truss. 

Also, lumbermen were told they 
should pre-finish many of the wood 
items used in home building, at least 
to the point of pre-priming. 

Biggest single problem between 
builders and lumbermen is lack of 
communication between their indus- 
tries, builders at the conference said. 
It was felt lumbermen, both dealers 
and mill men, have too little knowl- 
edge of the product needs of con- 
tractors; let lumbermen get out of 
their offices and into the field to gain 
first-hand knowledge, it was urged. 

Neither the National Retail Lumber 
Dealers Association nor the Lumber 
Dealers Research Council were rep- 
resented at the conference. 
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THE BIG TREND HAS STARTED! 


NOW CONTRACTORS NEED 
PENTA PRESSURE-TREATED LUMBER 
TO MEET NEW 


With the Federal Housing Administra- 
tion’s New Minimum Property Stand- 
ards already in effect, home builders 
throughout the country are starting to 
order Penta-treated lumber for sills and 
plates to qualify for FHA and VA mort- 
gage loans. 


Well aware of the termite and decay 
hazards, FHA chief architects in many 
districts throughout the country have 
indicated they will require decay pro- 
tection of “sills and plates in contact 
with concrete or masonry within 24 
inches of the ground.”’ For such protec- 
tion, the lumber used must be either 
PRESSURE-TREATED, or scarce, 
expensive, naturally resistant woods. To 
keep building costs down, builders will 
naturally specify pressure-treated lum- 
ber. And Penta, of course, is the only 
non-bleeding, non-leaching, clean wood 
preservative for housing. 


As a result, home builders, anxious to 
get FHA backing for their homes, will 
be demanding Penta pressure-treated 
lumber in much greater volume than 
ever before! 


Don’t miss your share of this permanent, Penta “vaccinates” wood against dry rot, decay, termites 
high volume demand for Penta-treated and other wood-boring insects. Penta is forced deep 


lumber in your area! If you are not now down into the wood cells and stays there to protect for 
30 years and more. Rain and ground water can't wash 


handling Penta pressure-treated lumber, “ee : ; 

‘ Penta out. Confined inside moisture can't harm Penta- 
write Monsanto at once for the names of treated wood. Sun won't boil it out. And Penta is clean, 
wood-treating plants nearest you. easy to handle, and can be specified for paintability. 


Why Penta pressure-treated wood 
wins ‘‘okay’’ for sills, joists, plates 


Monsanto 


MAIL THIS COUPON TODAY! 


MONSANTO CHEMICAL CO. 
Organic Chemicals Division 
Dept. PE, St. Louis 66, Mo. 


Please send list of Penta wood-treating plants 
in my area. 


Name 
Company 
Address 
City 
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‘“‘Our choice is L-O-F Window Glass 


...won't handle any other brand !’”’ 


Larry Doriot 
Doriot Brothers Hardware Co., Toledo, Ohio 


*“L-O-F Window Glass is our choice for good ‘“‘Can’t figure out why some dealers keep 
reasons. Customers like it because it’s so their glass department in a back room. Glass 
clear. We like it because it cuts so well. is profitable and should be displayed like 
Doesn’t have those hard spots that cause other merchandise—where customers can see 
the cutter to skip. Always snaps clean at it. And with a good glass rack, it’s easy to 


the score, and there’s no waste. 


New box rack needs 
only 12 square feet 
of floor space 


Holds glass right in L-O-F’s self- 
storing plywood side boxes. Easy 
to construct. Ask for blueprints 
of WG-3 Rack. Also get ‘For 
Greater Profits’’ booklet which 
contains plans for a variety of 
glass-storage racks. Call your 
L:O-F Glass Distributor (listed 
under “Glass’”’ in the Yellow 
Pages), or write to Dept. 6589 
Libbey-Owens:Ford Glass Com- 
pany, 608 Madison Ave., 
Toledo 3, Ohio. 





keep stock organized.” 

















LIBBEY°OWENS’°FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 
TOLEDO 3, OHIO 
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Fork Lift: Harlo 


new! 6,000 LB lift 
with International 560 tractor 


Mud, snow, soft construction sites—now you can extend 
the profits of mechanized materials handling to any footing, 
handling up to 6,000 pounds at a time. With 14, 15, or 18- 
inch low pressure pneumatic tires, and 72 hp* in the husky 
six-cylinder engine, the International 560 assures the flota- 
tion and traction for big-capacity operation under the most 
adverse conditions. 

Five speeds, from 2 to 16 mph, and power steering for 
effortless control with maximum fork loads, contribute still 
further to big hourly capacity. Smaller units, 4,000 lb 
capacity with 45 or 61 hp*, also available. 

*Maximum flywheel horsepower. 
There's an IH Dealer near you. For his 
name, write International Harvester Co., 
Dept. AL-8, P. O. Box 7333, Chicago 
80, Ill. 


i See your 


INTERNATIONAL 
HARVESTER dealer 


International Harvester Products pay for themselves in vse— 
Farm Tractors and Equipment . . . Twine . . . Commercial Wheel Trac- 
tors . Motor Trucks . . . Construction Equipment—General Office, 
Chicago 1, Illinois. 


12-foot lift height gives the International 560 with 
fork lift maximum utility for truck loading, warehousing, 
or delivery of materials to contractors at building sites, 
Mast tilts 10° backward, 20° forward. 











Medium Density 
al eo Od oN Os ot DE od Oe AA OL O1D) 


fel am oy hale Mb i-laler-t- Mme eh celelel@maligalhdlla- mm. lela. 


Lol -Jaled am ce) elm lalelele) mi el-lal-ilal-mmer- lolita cela 4 


SEND FOR SAMPLE TODA 


Georgia-Pacific, Dept ALBP859, Equitable Bidg., Portland Oregon 


Please send sample and complete information on GPX medium 
density plastic-faced plywood. 


eg RS A 

Firm 

Address 

City mane _State 


GEORGIA — PACIFIC 


Plywood & Redwood + Lumber & Hardboard - Pulp & Paper 


August 3, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 22 on Handy Cover Card 








Does Your GAS BUILT-IN LINE 
Still Have An Old Fashioned 
EXPOSED VENT? 


Meders Mate 


GAS OVEN with CONCEALED VENTING 
and BIG 18” WIDE OVEN 

MODERN MAID is also the only 

line with a complete assortment 

of Super-thin RANGE TOPS that allow 
DRAWER SPACE UNDERNEATH 


Write today 
for specifications 
and descriptive 

literature 


TENNESSEE STOVE WORKS 
CHATTANOOGA 1, TENNESSEE 
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a Plan your Meeting where there is C. A. (controlled 

attractions). Your delegates will attend and enthuse over a 
sojourn to the finest year around Convention Center featuring 
the best in golf (two 18-hole courses) indoor and outdoor 
swimming, tennis, Skeet and Trap shooting, fine food and 
entertainment, plus world-famous Mineral Waters and Baths. 


All these attractions are part of the French Lick- 
Sheraton, and thereby at your control—no outside influences 
to detract from that all-important Meeting. 


Your delegates deserve the best—give it to them. All 
inquiries appreciated and answered promptly. 


Completely elr-conditionsd _ 
guest rooms, convention 
and meeting facilities 
for 1000 to 10 


ER E ‘NCH ONS 





L 


miner ick FRENCH LICK, INDIANA 


For Reservations or Liferature 
THE MID-WEST'S FINEST Write to: 
CONVENTION RESORT HOTEL FRENCH LICK HOTEL 
WITH ALL CONVENTION FACILITIES PHONE LD 113 











National Gypsum Announces 
125 Million Expansion Plan 


A five year, $125 million dollar 
expansion plan for new plants, ac- 
quisitions and increased production at 
existing facilities has been announced 
by the National Gypsum Co. 

Melvin H. Baker, chairman of the 
board, stated: “America will soon 
begin a decade of great growth sup- 
ported by population increases and 
demands on industry and commerce. 
National Gypsum must grow with 
the nation to maintain our ability to 
properly serve U.S. construction 
needs.” 

Primary objectives of National’s 
new program will be to expand exist- 
ing markets and to include the entire 
north American continent. Baker said 
his company would build three new 
gypsum plants in California and Ca- 
nada. National’s new gypsum plant 
at Waukegan, Ill., is now in produc- 
tion and still another gypsum plant 
at Lorain, Ohio will start up early 
next year. 

Future plans also call for additional 
paper mills to take care the needs of 
increased gypsum production. Baker 
commented that National will acquire 
several more cement plants to supple- 
ment the output of Huron Portland 
Cement Co. acquired recently. The 
ultimate goal coverage the entire U.S. 
market on cement. A broad program 
of expansion for existing facilities in 
lime, ceramic tile and asbestos is also 
planned. 

“Our new five year expansion pro- 
gram is expected to jump sales from 
this year’s estimated $215 million to 
$365 by 1965,” Baker concluded. 


Ruberoid Soon Acquiring 
Mastic Tile Corporation 


A letter of intent has been signed 
by Ruberoid and the Mastic Tile Cor- 
poration whereby the building materi- 
al manufacturer will acquire Mastic’s 
assets and business. Final approval 
must now come from directors and 
stockholders of the respective firms. 

Mastic Tile has plants in New York, 
Illinois, Texas and California. Ruberoid 
presently operate 20 plants and mills 
in 13 states. 


Wood Window Standards 


Printed copies of four revised Com- 
mercial Standards for Wood Win- 
dows are now for sale by the Super- 
intendent of Documents, Washington 
25, D. C. The standards and cost of 
the printed editions are as follows: 

1. CS163-59, Ponderosa Pine Win- 
dows, Sash and Screens; 20¢. 

2. CS190-59, Double-Hung Wood 
Window Units; 15¢. 

3. CS204-59, Wood Awning Win- 
dow Units and Projected Awning 
and Stationary Sash Units; 15¢. 

4. CS205-59, Wood Casement 
Window Units; 10¢. 

These revisions were requested by 
the National Woodwork Manufactur- 
ers Association. All became effec- 
tive last February. 
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__ | The Hidden Poreuadore 


3. Termite Shields. 4. Footer Forms. 5. 
Aluminum Utility Stock. 6. Reflective These are the hidden persuaders . . . customer persuaders. Builders everywhere 
Insulation. 7. Building Shapes. 8. Down use them to meet the demands of today’s quality-conscious buyers and to 
Spouting. 9. Splash Pan. 10. Copper save money on building costs. Alert suppliers find them easy to stock 
Vapor Barrier. 11. Soffit Stock. 12. Roll (they’re pre-packed)—easy to sell (they’re essential to good construction). 
Valley. 13. Roof Edges. 14. Roofing Read all about the hidden persuaders in Quaker State Metals’ new free 
Accessories. 15. Roof Draining Products. booklet. Tells how they make money for you by saving money for builders, 
Send for your free copy now. aA 


= 


eeeeeee 





aaa 


QUAKER STATE METALS COMPANY, BOX 1167-P, 
LANCASTER, PA. 











Please send immediately your free Booklet, The 


QU AKER STATE MET ALS Hidden Persuaders,” on residential building materials. 
COMPANY NAME 


Division of Howe Sound Company COMPANY. aa 
LANCASTER, PENNSYLVANIA tin __STATE 
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“Our Ford F-600 paid for itself in less than a year 
through greater payloads and lower maintenance costs 


says Vernon Day, Owner, Day Lumber Company 


Pagosa Springs, Colorado 


“My brother Paul and I operate a little sawmill 
in the Colorado high country and Ford Trucks 
are a mighty important part of our operation. 
We log and mill our own lumber and are 
equipped to sell anything from one 2 x 4 retail 
to a truckload wholesale. 

“We have owned many different truck makes 


FORD TRUCKS COST LESS 





and none of them has ever matched Ford’s 
ability to master this terrain. Our F-600 carries 
a pile of green logs so high it’s a wonder it ever 
gets out to smooth road without overturning. In 
spite of such loads this truck has required only 
routine maintenance. That’s why we’ve bought 
nothing but Fords the past forty months.” 

















One day in five...GAS FREE! 
| Sun. | Mon. | Tues. | Wed. | Thurs. |rreeoav| Sat. 


25.2% advantage delivered in 
Economy Showdown Tests means 
five days’ driving on four days’ gas 


A leading automotive research group 
proved that a ‘59 Ford Six Pickup will run 
five days on the same amount of gas the 
average competitive ‘59 pickup burns in 
four days. 

The tests were made on 1959 six- 
cylinder %-ton pickups of the six leading 
makes purchased from dealers — just as 
you would, The trucks were tested in 
every kind of driving — high and low 
speeds, open highway and city streets, 
even simulated door-to-door delivery. 
And in every test 59 Ford Sixes delivered 
better mileage than any other make. 


Here are the actual percentages: 

"59 FORD PICKUP SIXES GAVE 
42.6% better mileage than make ‘‘D”’ 
31.1% better mileage than make ‘‘!"’ 
25.2% better mileage than make ‘‘C’”’ 


22.0% better mileage than make ‘‘S”’ 
9.6% better mileage than make ‘‘G’’ 


“59 FORD PICKUPS GIVE 25.2% MORE MPG! 


What's the secret of Ford’s economy? 
First, of all pickup sixes, only the Ford Six 
has modern Short Stroke design which 
reduces engine friction and thus requires 
less fuel. 

Second, to this modern six-cylinder en- 
gine, Ford has added a new economy car- 
buretor to meter fuel more precisely in 


both high- and low-speed ranges. 


Your Ford Dealer has the complete re- 
port of Economy Showdown U.S.A. See 
him and get the whole story firsthand. 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization * 
*NAME AVAILABLE ON REQUEST 
| Send inquiry to P.O. Box 2687, Ford Division 
i Ford Motor Co., Detroit 31, Michigan 
so ce SS se Se se Se ne ae ae ee) 


=~ 





Go FORD Wak for savings! 
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LESS TO OWN... 
LESS TO RUN... 
LAST LONGER, TOO! 
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LUMBERYARD DISPLAY of paneling can be designed into your office or showroom 
walls, as above at Byrd Lumber Co., Marion, Ind. 


Dealers List Paneling Among 


Newest Top-Selling Products 


Paneling is near the top of the 
list as the No. 1 best-selling product 
currently merchandised by dealers, 
interviews by American Lumberman 
reporters indicate. 

Dealers across the country were 
asked to name their best-selling new 
product added within the last year 
and how they promote it. 

“Misty walnut, a prefinished wall 
paneling, has been our best-seller,” 
declared George Martin, W. B. Mar- 
tin Lumber Co., St. Paul, Minn. 
“About 25% of our paneling sales is 
in this one item. We have a full-size 
sheet, prominently displayed and 
priced in the store.” 

In Covington, Ky., Howard Vahls- 
ing, Bennett Lumber Co., estimated 
that about 10% of his overall busi- 
ness was in paneling and related sales. 
He uses suggestive store displays 


36 


backed up with newspaper advertis- 
ing. 

Several dealers specifically men- 
tioned Lauan plywood paneling. Rob- 
ert M. Burns, co-manager, Pacific 
Lumber Co., Fort Lauderdale, Fila., 
said the %4” 4’x8’ sheet was the 
most popular. These are priced at 
30¢ per square foot. He said Lauan 
sales account for 35% of the total ply- 
wood sales in his yard. Store walls 
are used for effective paneling dis- 
plays. 

Burns has used a 16,000-piece di- 
rect mail promotion to builders in 
the Broward County trading area, 
also newspaper advertising, to push 
this item. 

Lauan plywood accounts for 60% 
of the paneling sold by the St. Louis 
Park, Minn. yard of Johnson-Cashway, 
estimates Bob Carroll, assistant man- 


ager. Most of this is V-groove. 

A 100% pickup in wall paneling 
sales resulted from the addition of a 
line of V-groove prefinished and un- 
finished lines, manager William Urich 
reported for the Frank B. Connet 
Lumber Co., Kansas City, Kans. 

“We have found that a majority of 
our customers have come to prefer 
this over conventional knotty pine, 
which is still good and still popular,” 
Urich said. 

Recreation rooms and office inte- 
riors are the primary uses, Urich 
added. Sample pieces set up where 
they can be studied easily are used 
to help sell. However, too many 
samples are likely to confuse the cus- 
tomer, Urich emphasizes. 

William Behan III, assistant sales 
manager for the Hill-Behan Lumber 
Co. with yards in St. Louis, Chicago 
and New Orleans, also - mentioned 
prefinished plywood paneling in the 
larger sizes as a best seller. Door-to- 
door flyers have been used for pro- 
motion. 

Prefinished plywood paneling was 
taken on this past year by Hudson 
River Yards Corp., Tarrytown, N. Y. 
Spokesman Albert Husted said the 
firm is well pleased with the sales 
results following a full-page ad in the 
Westchester County phone book, also 
newspaper space. The first floor of 
their renovated office is also used for 
promotion. 

Another Missouri dealer, W. R. 
McKee, Jr., W. R. McKee Lumber 
Co., Lee’s Summit, tagged V-joint 
mahogany paneling as his No. 1 item. 
He says that display tied to economy 
(20¢ less per square foot) does the 
selling job. 

McKee also mentioned a new lac- 
quer base paint and new ceiling tile 
designs as new items which have 
moved well. 

Hot item. Prefinished plywood pan- 
eling has become such a hot item 
with his firm that he is stocking it 
rather than picking it up from the 
distributor, reported manager Hiram 
Budd, City Line Lumber Co., Cam- 
den, N. J. He carries birch, oak, wal- 
nut and cherry. Store display and 
newspaper advertising have been the 
main promotional media. Do-it-your- 
selfers have been good customers. 

Doors pin-pointed. A number of 
dealers mentioned doors—prefit to 
folding closet—as among their best 
new sellers. 

“Believe it or not,” remarked man- 
ager J. E. Sandberg, South State 
Builders Supply, Salt Lake City, “but 
our best selling product this past year 
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has been doors. As fast as we can 
get them in, they move out. Some- 
times we buy lots of damaged doors 
and these, too, move fast. Our sales 
volume on doors alone hit around 
$10,000 last year.” 

Folding closet doors of wood and 
other materials have moved well for 
the Britton-Cravens Lumber Co., 
Baytown, Tex., according to manager 
Bob Vandeventer. 

“The demand has been great 
enough to force us into stocking 
them,” remarked Vandeventer, “and 
we're quite pleased with the sales fig- 
ures, although we haven’t attempted 
to push them.” 

Robert Dawson, partner, Frantz- 
Dawson Lumber & Supply Co., Ak- 
ron, Ohio, also mentioned bi-folding 
doors in both flush and louvre styles 
as best-selling new products. 

“People see them on_ television, 
then come for a look at the actual 
product,” said Dawson. “Bi-folding 
doors are no harder to hang than a 
hinge door and we get a lot of do-it- 
yourself trade.” 

Another Ohio merchant, Robert 
Luftus, sales manager, Norwood Sash 
& Door Co., said that his new line 
of prefit doors has gone over well 
after promotion through newspapers, 
direct mail and store displays. Both 
homeowners and builders have prov- 
en good buyers, since no special tools 
are required for installation. 


Like new tile. The new designs of 
ceiling tile are proving popular as re- 
flected in sales, many dealers em- 
phasized. 

Mrs. Carl Brady, treasurer, Gilcher 
Lumber Inc., said that a contest pro- 
motion sponsored by her firm has 
helped make decorator tile sales 
about 50% of the store overall tile 
sales volume. 

On this promotion, the firm tied in 
with the manufacturer, offering a 
completely tiled ceiling as the prize. 
Contestants had to come into the 
store to sign a card with the sales- 
man. 

“Many pople bought the tile and 
then entered the contest,” said Mrs. 
Brady. “And several came back after 
the contest to purchase tile. A draw- 
ing was held to determine the win- 
ner.” 

Among the other firms mentioning 
tile sales were Harrison Lumber Co., 
St. Louis; White Lumber Co., San 
Francisco; Roy S. Edwards. Inc., 
Newtonville, Mass. and L. L. Hendrix 
Lumber Co., Lubbock, Tex. 


Other good sellers. Builtins have 
been the pace-setter for Hyde Park 
Lumber Co., Cincinnati, said vice- 
president H. F. Angus. 

“Aside from getting the sale of the 
cabinets, we have been able to cap- 
italize on the appliance sale,” Angus 
explained. “Most of our promotion is 
with store displays, although our reg- 
ular salesmen contact builders. When 
you offer a package sale item, it will 
always be a good seller.” 

Swedish hardboard priced below 





comparable U. S. lines is moving at 
a rate of about 1,000,000 feet a year 
at Ridge Pike Lumber Co., Inc., 
Conshohocken, Penna., according to 
Hillard Madway, co-owner. Purchase 
price, Madway said, is $38 per 1,000 
square feet and it retails at $50. 
Something to keep in mind: Boyer 
Lumber Co., Omaha, added tree 
ornaments and lights to top-grade 
Christmas trees and did about $3,- 
000 business during this short season. 
Taking on creosoted fence posts 
and piling, lines handled heretofore 
by local feed and fertilizer stores, have 


added $400 monthly income to his 
organization, owner W. Robert Cam- 
eron, Cameron Lumber Co., Dania, 
Fla., reported. 

“We'll go a couple of weeks at a 
time without selling any, then some 
farmer or rancher will come in and 
take 500—600 of them. Outside sales- 
men and circularizing a selected list 
have promoted the item.” 

Many dealers queried registered an 
old complaint: tight space prevents 
stocking the multitude of new prod- 
ucts continually thrust at them by 
wholesalers. 


fan up your sales 
with 
Certigroove 
Shakes 


Certigroove-labelled cedar shakes put 
the accent on quality. Quality you can 
see. Quality you can sell. Available in 

a wide range of factory-applied colors, 
Certigroove shakes stimulate sales and 
build your reputation for featuring 
good merchandise. Whenever you order 
shakes, be sure to specify Certigroove. 


RED CEDAR 


SHINGLE BUREAU 


5510 White Building, Seattle 1, Wash. 
550 Burrard Street, Vancouver 1, B.C. 


The famous label assures you of 


No. 1 grade throughout. 


CERTIGROOVE 
CEDAR SHAKES 
numeen@ ® crave 


100% fdge grein 100% Heertweed 100% All Clear 


newe tang qremwed nants have bees preceised Wom 
CURTIGRADL Red Cota Sengies and ment af the gusty 
seqerements of Commercial Standard C510 58 fer Bed Cooar 
‘Shanes a ssued Oy US Dept of Commerce Westengion 8 ( 


REO CEDAR SHINGLE BUREAU 


Circle No. 27 on Handy Cover Card 
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ey NEW KAISER ALUMINUM 


ROOFING AND SIDING PRODUCTS 


for farm...residential...and commercial uses! 


NEW KAISER ALUMINUM DIAMOND-RIB* ROOFING , 


e First aluminum roofing to carry a 30-year e Diamond embossed for distinctive beauty, 





warranty against corrosion less glare 


e Rugged ribbed construction makes it stronger ¢ Leakproof non-siphoning drain channel 


e Simple to stock — one width, one gauge, one 
e Longer — |4’ and i6’ lengths are standard eiaiaiiad. endisiiiul’ Citde 


e Wider — 48” net coverage after lapping e Nails with diamond embossed head to match 


Stock new Kaiser Aluminum Diamond-Rib roofing in lengths of 6’, 7’, 8’, 9’, 10’, Il’, 12’, 14’ and 16’. 


NEW GREEN DIAMOND-RIB* SHEETS , 


@ One color only, to simplify inventory — yet cus- e Special finish improves weathering character- 
tomers can easily paint sheet any color desired. istics 
No primer coat is needed e Plus — all of the inherent advantages of natural 
e Low cost, to give you an important selling finish Diamond-Rib: ribbed construction, diamond 
advantage embossing, etc. 





e Neutral green color-primed on both sides e Cool green color eliminates glare 


New green Diamond-Rib opens up new sales opportunities for you — 
patio covers, carports, fences, garden sheds, and many more! 


NEW LONGER, WIDER CORRUGATED ALUMINUM ROOFING 





—% 


e 51%” wide to provide a full 48” coverage after e Stucco embossed to cut down glare, add to 
lapping dent resistance 


e From 6’ up to 14’ and 16’ long to eliminate end e Popular 22” corrugation and .019” thickness for 
laps on many roofs fast sales 


*Trademark 
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30 YEAR WARRANTY 


Diamond-Rib Roofing 


30 YEAR WARRANTY 


Stock Kaiser Aluminum 


Building Products For 
Bigger Sales, Bigger Profits! 


Order now through your Kaiser Aluminum 
Building Products distributor or sales- 
man. Kaiser Aluminum & Chemical Sales, 
Inc., Building Products Dept., 1924 
Broadway, Oakland 12, California. 


Kaiser Aluminum backs up its products... 
backs up its dealers! 


See “MAVERICK”, Sunday Evenings, ABC-TV 
Network, Consult your local TV listing. 





what's the PRICE? 


General upward movement of Douglas fir lumber prices across 
the country during the past two weeks is reported by retailers. In 
the North Atlantic and East South Central zones (zones 1 and 5), 
this boost was evident only in green 2x4’s, and in zones 4 and 9 no 
significant change took place. However, in the Middle Atlantic, 
South Atlantic, West South Central and Mountain zones (zones 2, 
3, 7 and 8) increases were put into effect in practically all green 
and dry fir items. 

Southern pine prices firmed up a bit at retail; in most cases in- 
creases were too small to change price level figures. 

Decreases were reported by many dealers in their fir plywood 
retail sales to contractors. The greatest amount of decrease was in 
the East South Central and West North Central zones (zones 5 and 
6). 

Ceiling tile and insulating boards showed some price firming 
generally. 





e e e 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
@re averages of the prices reported for this perod. They do not necessarily show a trend from the last issue.) 
Zene 1 Zene2 Zone 3 Zene 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
Nerth Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Centre! Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $135 $145 $145 $145 $140 $145 $141 $116 
Std. & Btr. dry R/L 2x4 $145 $155 $140 $120 
Std. & Bir. green R/L 2x10 $138 $150 $150 $120 
Std. & Btr. dry 2x10 R/L $145 $155 $160 $120 
Boards: Std. & Btr. green R/L 1x6 and 1x8 jaan $145 hata $120 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $130 $140 $145 $100 
Std. & Btr. dry R/L 2x10 $130 $145 $150 $120 
Boards: Std. & Bir. dry R/L 1x6 and 1x8 $110 $150 $133 $145 $100 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L $4S or 
shiplap $240 $200 $180 $160 
No. 3 & Bir. dry R/L 1x8 $45 or * 
ap $185 $150 $160 $150 
. Gry R/L 1x8 $4S or 
$160 a $130 $130 
Southern Pine: 
Dimension: No. 2 & Bir. dry R/L 2x4 $115 $ 90 $120 
No. 2 & Bir. dry R/L 2x10 $117.50 $105 $130 
Boards: No. 2 & Bir. dry R/L 1x8 $4S$ or 
D & M or shiplap $127 $118 $120 


Hardwood Flooring: 
Clear oak 25/32"x2," $280 $275 $265 
Select oak 25/32”x2%,” $270 $260 $255 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $225 $230 $220 
No. 3 ponderosa pine R/W $200 $220 $200 
Wood Siding: 
Redwood bevel siding %’’x10” $300 $260 $275 
Cedar bevel siding %’x10” $295 — $275 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label 





PLYWOOD: 
Fir, Ve" DFPA-AD interior glue 
Fir, 4” DFPA-AD exterior glue 
Fir, %&” DFPA-CD sheathing interior glue 
Fir, V2" DFPA-CD sheathing interior glue 
Fir, %" DFPA-CD sheathing interior glue 
Birch, V4" A2 $4 
Philippine mahogany, Ys" rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%"-2-6x6-8 
Birch flush door 14%”’-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick batt 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tHe 12”x12” 
4” insulating building board 
25/32” insulating sheathing 
%” gypsum wallboard 
%" tempered hardboard 








$16 

$ 82.50 

$ 62 

$145 

$195 

$ 91 

$145 

$ 61 

$210 $210 


—_—— 


= 
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Introducing New 


WELDWOOD SUPER CONTACT CEMENT 


with a big 40% discount 


ONE-COAT COVERAGE— 
spreads easier, faster, 
more economically 


Presto-Set Glue—easy-to-use, 





NONFLAMMABLE— 


water base, nontoxic, 
water-resistant 


Here’s a brand-new Weldwood profit maker— 
water-base Super Contact Cement. Made to 
bring new ease and safety in applying wall 
paneling without nails, plastic laminate counter 
tops, etc., it’s quick and economical (only one 
coat required) and absolutely nonflammable. 
New Weldwood Super Contact Cement makes 
a strong, lasting, water-resistant bond on con- 


See” 


Weldwood | 
Pasric mesi® 


‘Wace: 


NO CLAMPS, NO PRESSES— 


bonds instantly, 
permanently, on contact 


tact, yet washes off brushes and applicators with 
soap and water. Resists oil, grease, alcohol, 
household chemicals, sunlight, and heat. 

Best of all, you get a profit-building full 40% 
discount with this important extra: it’s backed 
by Weldwood’s famous “protection plus” sales 
policy—sold only through lumber, paint, and 
hardware dealers. Contact your jobber today. 


Don't be caught short on profits— 


check your stock of 


WELDWOOD® ADHESIVES 


Products of 


UNITED STATES PLYWOOD CORPORATION 
55 West 44th Street, New York 36, N. Y. 


fast-drying all-purpose house- 
hold glue in the handy new bel 
lows-action plastic squeeze 
bottle with self-spreading top. 


Contact Cement — 
bonds instontly, per- 
manently on contact 


Plastic Resin Giue— 
makes wood joints 
strong, lasting. 


Waterproof Resorci- 
nol Glue—for strong, 
waterproof bond, 
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{ Open Doors 
/ to MORE SALES 
with 


FOLDING & 
01-400 Keversible 


SLIDING DOOR HARDWARE 


Meets today’s need for methods that save time; cut 
installation costs! Shown left, the same OT-400 hangers 
may be used on either %” or 15” doors just by 
reversing their positions. This feature also simplifies 
ordering and stocking. OT-400 is made of sturdy 
extruded aluminum track with built-in no-jump feature, 

cadmium steel hangers with silent nylon wheels. 





MACKLANBURG-DUNCAN CO. 


YOU 
CAN USE 
SAME 
HANGERS 


i FOR BOTH 


and | 


Complete set in new 
TUBULAR PACKAGE 


Shown above, set includes track, hangers, guides, 
screws and instructions. Packaged in 3, 4, 5, 6, and 
8 ft. lengths. Please specify OT-400 Reversible 


eeeee : (RE RE EERERED SERRE E REREAD) 
' ; 


jmd | OT-200 Overhead Type 
SLIDING DOOR HARDWARE 


Extra-sturdy extruded aluminum track and hangers 
for doors %”, 1”, 1%” and 1%” thick, single or by- 
passing. Built-in no-jump track feature. Noiseless, 
lifetime nylon wheels. Plastic door guides. All screws 
furnished and instructions. Hardware for each door 
thickness individually boxed. 


WALL POCKET HARDWARE 


Shown at right is Hanger TH2 and 
Guide No. 13, made especially for 
Wall Pocket Doors. Packed 2 hang- 
ers and | guide to envelope, plus 
screws for hangers, guide and track. 





= MACKLANBURG-DUNCAN CO. 


P. O. BOX 1197 ®@® OKLAHOMA CITY, OKLAHOMA 


_ 











& 


SLIDING DOOR HARDWARE 


Mk | Aluma-Slide 
SLIDING DOOR TRACK 


Shiny, M-D Aluma-Slide aluminum track sets can be used on 
any size cabinet . . . with any panel material. Comes in 
decorative Alacrome, Anodized Albras, Anodized Albright or 
Anodized Satin. Enhances the appearance of any cabinet. 


Completely 
packaged 


sets! NEW, IMPROVED LOWER TRACK 
Holes drilled— Smooth! Easy gliding! Panels slide along 
on special supporting ridges—not just one 
Screws flat surface. 
furnished Aluma-Slide has dozens of uses! 





i 
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Sets available for Ve”, 4", %e”, V2” or %” sliding 
panels of glass, plywood, masonite, etc. 


M-D Aluma-Slide Sliding Door Track provides a fast, easy 
way to add storage cabinet space. Has so many uses, yet, 
no special tools are needed. For heavier doors 2” or 34” 
thick special nylon buttons are included for smooth, easy - 
gliding. Comes in tubular packaged sets of 3, 4, 5, 6 and 8-ft. ‘\Wae 
lengths, complete with holes drilled, screws furnished and Garage Storage Family Room Storage 
instructions. 
SOCHCOSSSSHSSHSHSSHSSSHSHSHSHSHSSSHOHSFSHSHSHSHSHSHSHSSHHSHSHSHSHHHSHSSHSHSHSHSSSHHSSHSHSHHSHHSSSHHSHSHSHSSHHHSHESESEEEES 
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Th. 
NIN @ NEW IMPROVED DESIGN 


MACTLAMBURG DUMC AM CO 


FOLDING DOOR Now, M-D Folding Door hardware 
ilent, fi = Ny! 
bearing that’ assures trouble-free, 


Hardware smooth operation. Positively can't 


For closets, wardrobes, dens, bars, slip out of the track. Helps sup- 
room dividers, etc. Ideal for 4 or port doors. 

2-panel full or half-size interior 

doors of any thickness. Gives full > Jamb mount 
access to closets, yet saves floor pivot bearing 
and wall space. Comes in complete- : ae: a 
ly packaged sets for 2 ft., 2 ft. 6 in., ; OT a when specified. 
3 ft, 4 ft, 5 ft, 6 ft. openings, 3 : 

ready to install. 








Can't slip out of track! Helps support doors! 












































DEALERS Order today! ALL M-D PRODUCTS 


Your order will be are fast sellers— 
shipped promptly! nationally advertised! 








=== 
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DEALER SALES CONTROL 
Through Component Fabrication 
And Package House Sales 
(See also Page 5) 


Sign of The Times 


The marriage of prefabrication and 
retail lumber companies is graphical- 
ly shown on billboard of Independent 
Lumber Co., left. Manager George 
Ballinger (right in picture) and Wil- 
liam Cummings, assistant manager in 
charge of sales, pose before signifi- 
cant slogan: “Custom Construction at 
Mass Production Prices.” 








Mortised Framing 


de th 
] | ee) 


TT Fits Like a Glove 


Heritage structural panels, built on 
iw a "Woden tenets 16” module, feature accurate fit and 
mortised framing, as shown at left. 
Below, George Ballinger shows mock- 
up, which is used to explain quality 
points. Customers may select either 
wood or aluminum windows which 
go to job in panels. In answer to 
criticism that extra quality is too 
costly, Ballinger says that mass pro- 
duction makes system competitive. 























Mortised Base 
Plate System 

















Sketches above are used in merchandising 
folder, which explains “Pre-crafted” modu- 
lar panels to builders and to consumers. 
Merchandising aid will be furnished to fran- 
chised dealers of the plan. Dealers can use 
mockup display such as shown at right on 
salesroom floor. 





Custom-Designed Homes From Components 


There are 30 basic house plans in the Heritage plan. In addition, any house design 
can be adapted to the 16” module component system. Two typical Heritage homes in 
Cleveland area shown below. 





FRANCHISED COMPONENT PLAN 


With Built-In Profits 


Quality structural panels will be sold to small lumber dealers by 
large lumber dealers, along with unit-estimating system, which 
enables dealer to figure and sell packaged houses in a jiffy. 
Here is (1) materials control; (2) labor control; (3) quality con- 
trol and (4) profit control for the retail dealer. 


HAT may become a major 

network of franchised lum- 
beryards selling wallpanels and roof 
components purchased from regional 
manufacturers is being launched in 
Cleveland, Ohio. 

The components are used for a 
variety of house plans, which can be 
priced by any dealer in a few min- 
utes, using a specially-prepared unit- 
estimating system. 

More than 600 homes have already 
been built in the Cleveland area using 
the system’s unique tongue-and- 
grooved panels. The components are 
sold to contractors or to homeowners 


by the creators of the system, Heritage 
Homes division of Independent Lum- 
ber Co. ‘6 

Now the panel system will be ex- 
panded, according to George Balling- 
er, manager of Independent Lumber 
and head of its fabricating division. 

“We hope to eventually license a 
dozen or more manufacturers, who 
will mass produce the component 
panels and roof units for sale to local 
dealers in their regions,” Ballinger 
said. 

Miller Manufacturing Co., a mill- 
work and lumber company of Rich- 
mond, Va., is the first Heritage Homes 
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regional manufacturer of components. 

Dealer benefits. “Our program will 
enable a small dealer to buy structural 
components at wholesale on a single- 
house basis,” said Ballinger. 

“We already mass produce and 
stockpile the components. The Miller 
Co. in Richmond and other regional 
manufacturers will do the same. The 
dealer will buy his components from 
his nearest manufacturer. Although 
we will sell the small dealer all the 
products for a Heritage home, he will 
be free to furnish the finish materials 
and specialties from his own stocks. 
Our primary interest is sales of the 
exterior and interior panels.” 

The franchised lumberyard will get 
much more than the components at 
wholesale, Ballinger said. 

“Perhaps the most important part 
of our plan is the unit-estimating 
system which enables any dealer to 
figure any house plan in a few min- 
utes. Our estimating system provides 
a pre-figured profit for the dealer. It 
also helps the dealer’s contractor 
customer to earn a profit on the Heri- 


45 





8:46 a.m.—Com- 
ponents unloaded 
onto floor platform 
which was laid the 
previous day. Mor- 
tised base plates 
are already in 
place, ready to re- 
ceive interior par- 
titions. 


Builders Like Fast Erection 


Typical house is under roof and millwork in place in 8 to 12 hours. 


11:30 a.m.—First gable end placed over 
top plate. Sheathing is applied on ex- 


terior panels in dealer's shop. 


4:30 p.m.—Roof 
is papered and 
house is complete- 
ly enclosed. 


12:40 p.m.—Workman inserts the one 
bolt in ring connector which is done on 
job for each rafter-joists assemblies. 


2:00 p.m.—Roof 
sheathing applied. 
Far side of roof is 
already sheathed. 





Franchised Component Plan 
(begins on page 44) 





tage package home.” 

To get dealer employes thoroughly 
grounded on the important estimating 
and sales techniques of Heritage 
Homes, Ballinger will sponsor train- 
ing classes for his franchised dealers. 

Merchandising. In addition to the 
component and _ estimating service, 
Heritage Homes will provide expert 
merchandising aid. Eventually _ this 
could include national consumer ad- 
vertising. From the beginning it will 
include dealer sales aids and tips on 
how to sell packaged homes to con- 
tractors. 

Lu-Re-Co competitor. The Heritage 
Homes plan is similar in some fre- 
spects to the Lu-Re-Co (Lumber 
Dealers Research Council) building 
system. One major difference is that 
Lu-Re-Co is the product of a non- 
profit research group, which has 
hindered its freedom of action and 
control over its franchised dealers. (A 
recent move to form a marketing di- 
vision on aluminum products, created 
to make Lu-Re-Co more valuable to 
its dealers, is meeting opposition, as 
reported in American Lumberman’s 
June 22nd issue.) 

Lumberman Ballinger realizes that 
his plan has the advantage of a pri- 
vate enterprise instead of a non- 
profit association. “We will give the 
dealer help where he needs it most— 
actual supply of the components at 
a savings to him,” Ballinger  ex- 
plained. 

“Under our plan the small lumber 
dealer need not trouble with fabrica- 
tion. We'll supply him with the com- 
ponents as well as merchandising aid 
for about the same price as he would 
pay for lumber itself. And our sys- 
tem is quality construction, fast to 
erect.” 

The Heritage Homes fabrication 
system, pictured on these pages, will 
be demonstrated at the 1959 National 
Retail Lumber Dealers Exposition in 
Cleveland, Nov. 14-17. The demon- 
stration will vie for attention with 
that of the Lumber Dealers Research 
Council. 

Summing up the prefabing trend, 
Ballinger said: 

“National Homes and other whole- 
house prefabers got a head start on 
the lumber dealers of this country 
simply because we were busy handling 
the housing shortage during many 
postwar years. While we were fran- 
tically selling materials, they were 
busy building a prefab business. 

“But the competitive pressures to- 
day will at last make the local lum- 
ber dealer aware of prefabrication. 
Our hope is to give the small dealer 
the ‘guts’ of a good prefab package. 
Our engineering and our estimating 
plan will guarantee him a_ decent 
profit on both the structural com- 
ponents and everything else in the 
house package.” 
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Built-in Profits Through 
Unit Estimating Plan 


Floor plan at left is for Heritage model “Crafts- 
man 158” which has 1,022 square feet plus garage 
Figures below show specs and unit pricing for this 
model. Similar tabulations are made for 25 models. 
Dealer can also calculate prices for any house by 
simply computing number of 16” “Heritage Units” 
from a plan and extending the unit prices. 

Estimating efficiency is assured because the “ex- 
tended” prices include dealer profits in the ma- 
terials package and labor profits in the full con- 

<n, structed prices. 
Ge If builder customer wants to set his own retail 
= price he buys entire package for the $6,220.29 

—a ES figure (plus appliances and garage). This figure 
nail 





FIRST FLOOR, PLAN, 





= 





includes adequate materials markup to allow for a 
contractor discount. 

“We price out packages according to the re- 
sponsibility we assume,” explained Manager Balling- 
er. “If the dealer assumes the responsibility of gen- 
eral contractor, he gives himself the built-in 15% 
that is already figured into the unit price. He can 
then sub-contract the labor and use the final ex- 
tended full construction retail price at far right in 
tabulation below.” 














Materials Package Full Construction 


Unit Unit 
Price Extension Price Extension 
15 153.30 35 357.70 
— — .70 715.40 
92 940.24 1.35 1,379.70 
.99 1,011.78 1.45 1,481.90 
— 13.15 1,275.55 
10.22 ‘ 12.50 1,212.50 
85 : 1.30 208.00 
2.11 . 2.35 150.40 
4.85 572.30 
72.00 144.00 
60.00 120.00 
40.75 407.50 
21.00 21.00 
27.40 27.40 
346.61 
77.80 
39.00 
490.50 
276.00 
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Franchised Component Plan begins on page 44) 


How Heritage Homes are Manufactured 


EQUALIZING SAW handles 16’ boards, automatically cuts NAILAMATIC MACHINE shoots nails into air hammers for 
mortises for Independent Lumber’s unique tongue-and-groove fast panel assembly. Nails driven into studs both below and 
components. above center mortise on plates, every 16 inches. 


PATTERN BOARD for rafter member is PORTABLE ELECTRIC SAW makes cut DRILLING OF CONNECTOR HOLE is fin- 
placed atop piece to be precut. Worker along guide line previously marked by al step in rafter fabrication. All but one 
pounds point where screw in pattern pencil from pattern board as shown at is inserted at plant. Dealer may also 


board will indent wood and mark spot left. This is one-man operation. 
for drilling of connector hole. 


OVERHEAD CRANE places load on truck platform in warehouse after 
carrier dropped it on bolsters, as seen on floor in foreground. Units now 
ready for semi-trailer pickup. 


bE perree tos sar ahadiaitenptogmtipa annem ence a. + 


set up truss assembly. 


SEMI-TRAILER can carry exterior and interior panels, 
roofing, siding, millwork, trim and finished flooring 
for a single house. Or, all structural components 
for three houses. 











TYPICAL PANEL is 48” wide. Panels adhere to 16” module, 
which is known as a ‘Heritage Unit.’’ They will vary in width. 
Scene below shows stockpiles of interior partitions. 


SHEATHING IS APPLIED on exterior panels in mass-production 
fashion. From 300 to 400 panels of same size are made at one 
time, then stockpiled. This brings production savings. 


INTERIOR PARTITIONS as stockpiled in Cleveland. Unit in 
foreground accommodates sliding glass door. Studs are gained 
into plates. Bottom board is attached for shipping. 


ROOF ASSEMBLY COMPONENTS for half a house, strapped 
and brought to warehouse by carrier. Cartons at right con- 
tain packaged doors, complete with hardware. 


HERITAGE COMPONENTS TO BE SHOWN AT NRLDA EXPOSITION 


system other than Lu-Re-Co (Lumber Dealers Re- 


George Ballinger, manager of Independent Lum- 
search Council) will be demonstrated at the na- 


ber Co., will present demonstrations of the Heri- ] 
tage component system at the National Retail tional dealer show. Heritage components will, also 


Lumber Dealers Exposition in Cleveland, Nov. be used in materials handling demonstrations at 
14-17. This will be the first time that a component the Exposition. 
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Here’s a man’s 
hack saw blade 


e rugged 
e dependable 


e smooth 
cufting 


e stays sharp 


Plus! 


Each Blade 


Each Blade 


Each Blade 


i t re 


Give the man a blade 
made to do a man's work 
Ask your jobber for Griffin 


Hack Saw Blades, Coping Saw 
Blades and Scroll Saw Blades. 
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Franchised Component Plan 


(begins on page 44) 











Heritage Homes are built from 
“Pre-crafted” modular panels, ready to erect 





Heritage Home 


for oy soace ches gene aemid esmert be peg 
for «© ran-afithe wnt) prngres bow 
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8-PAGE FOLDER in- 
cludes page (left) 
describing modular 
panel construction, 
promoting mortised 
framing, t&g panels, 
prefitting and _ bot- 
tom fitting into shoe. 
Other pages in col- 
orful folder shows 
house plans, erec- 
tion scenes. 























A Promotable Package 


The construction features of the 
Heritage “Pre-Craft” Home are sim- 
ple to understand and can be mer- 
chandised to the consumer. 

Reproduction at right is a typical 
3-col. ad in Cleveland papers by’ In- 
dependent Lumber Co. It is addressed 
to both builders and consumers. 
Drawings give clear picture of com- 
ponent idea. Message of ad defines 
the system as an attractive and “good” 
house, with “everything fitting per- 
fectly.” Other promotion copy: 

“The doors work like fine furniture. 
All materials are the best. You may 
buy this model home... or you 
may wish a duplicate built at another 
sie ...one of our 30 Heritage 
models . . . or if you have a plan 
of your own it can be adapted to the 
Heritage System and give you a bet- 
ter home for less money.” 

To builders the advertisement ex- 
plains that the homes can be under 
roof and ready for subs in 8 to 12 
hours, with millwork in position. 

Franchised dealers will buy and 
erect a model home. They need only 
to buy the structural components 
from Heritage; balance of the ma- 
terials can come from their own 
stocks. The dealer receives merchan- 
dising aids such as the folders and 
newspaper ad mats, George Ballinger 
explains. 








OPEN | Goren 
SUNDAY =| ar Rome 306 


$10 G6 PLM. | fast beyond Chagrin Falls 





of Craig Road 








This Weekend—Visit this hatidsome} 


HERITAGE MODEL HOME 


and you'll see new Standards of Value for your money. 


i) Heritage Models to choose from, Ask for our catalog. 
un BSL Sb shout our OWN ALOT? Want 10 sell 1? 
od bars ‘eet Herda customers are le 


's plan of erecting « 
Most homes can be under roof amy 
veady for subcontractors in & scslethcedine 
hours with millwork in posi 0 investment if your lot 
¢ Mr. Cumming at IV 1. is fr clear 


whe a Long Step townr a good home at a fair price 


d owning 
i INDEPENDENT 
Heritage LUMBER CO. 
Homes jy NOTTINGHAM ROAD = PHONE-IV 1.2000 


View our model tune at the sard—open 8 to S weekdays. 











3-COL AD appearing in Cleveland 


papers. 
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NEW 8010 

Construction Level- 
Transit with fiber- 
glass carrying case 
and European-style 
tripod $99.50 retail 


Now you can offer the building trades a quality package of 
the finest level-transit, the finest carrying case and the finest 
type of tripod for the low price of $99.50! 


The 8010 level-transit features aluminum alloy construc- 
tion combining strength and light weight in the sturdy new 
standard and base. There’s a new aluminum horizontal circle 
for easier reading, and a new smooth finish for dirt resistance 
and easier cleaning. Rack-and-gear internal focusing with 
either hand, built-in sunshade, positive lever lock bar, un- 
matched David White 12-power optical system with sharp 
focus over the entire field at all distances are added features 
for greater precision, easier handling, longer service. 


Construction Level, with fiberglass The new, fiberglass carrying-case combines light weight 
carrying-case and new heavy white ij with shock resistance and gives perfect protection from jars, 
ash tripod $54.50 retail j bumps, dust and water. The instrument fastens securely to 
the base with no pressure on the ’scope. 
NEW 9022 TRIPOD j ; De 
| The new tripod for the level-transit is more rugged and 


European style, wide- frame legs for peti . 
greater strength and stability sturdy with its European type wide frame. 


$19.95 retail j 1 Here’s versatility that pays dividends in time and labor 
\ savings day after day. Stock and sell these new sales-winners 
from David White. Write for catalog and dealer prices. 


Warr, INSTRUMENT COMPANY 


makers fine optical equipment for over 6O years 
2051 ees 19th Street, Milwaukee 5&5, Wisconsin 


August 3, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 32 on Handy Cover Card 





Dealer Sales Control By Selling Ideas 


} a 
— 


5 ti 
; 


“WARM WALNUT CORNER” successfully merchandised at the 
Doo-It Store results in home handyman sales of more than 
$500 each, spot cash and haul-it-home yourself. 


Store for High-Style Handymen 


Five clerks and two stockmen produce half-million dollar annual Fit yar all sales to contractors, 
: all yard stock of lumber and con- 
retail sales, all cash-and-carry, for Doo-It-Store. Here you have centrate solely on the home handyman 
Dealer Sales Control (DSC) through unusual and decorative trade. What would you have left? 
- a § The average lumberman would 
products; outstanding displays; strong promotion that brings probably reply: “You wouldn’t have 
much. Might as well close shop.” 
customer loy alty . “Not so,” says Arthur L. Snow, a 
Royal Oak, Mich., building products 
merchant of the do-it-yourselfer var- 
iety. And Snow proves his point with 
his Doo-It Store, operated on Royal 
Oak’s heavily traveled Woodward 
avenue for the past six years. 
The Doo-It began in a 25’x80’ 


August 3, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








store, now 100’x100’ of beautiful 
displays as pictured at left and be- 
low. Annual sales are in the $500,- 
000 bracket. The business turns an 
$80,000 inventory four to six times 
per year and operates with a mini- 
mum staff of five clerks and two 
stockmen. 

“We've always made money,” 
Snow said, “although we’ve had our 
growing pains.” Snow claims the 
largest selection of furniture legs in 
the state, has the largest inventory of 
perforated hardboard in the Detroit 
area, is said @ sell more %4” walnut 
plywood than an other retailer in 
that city. The Doo-It never competes 
pricewise with other retailers, never 
extends credit, makes no deliveries. 
The company doesn’t even own a 
truck. 

What’s the secret? “Our business is 
based on ideas,” Snow says. “We 
know that if we get ideas across to 
the homeowner, we will sell him the 
merchandise.” 


“We emphasize the unusual,” adds 
Paul Nicholas, manager of The Doo- 
It. “This is the only place in Michigan 
where a homeowner, wishing fashion- 
able and decorative home improve- 
ments can buy new items he sees in 
current magazines. Yet, the bulk of 
our stock items are found gathering 
dust in many lumberyards. 

Lines handled. Basic bread-and- 
butter volume items at the Doo-It 


IDEAS GALORE for 
the home handyman. 
Volume-sellers are 
these metal wall strips 
and shelf brackets 
which, with related 
items, create sizable 
individual sales. 





Depends Upon Your 
Point of View 


Owner Arthur Snow of The 
Doo-It Store, Royal Oak, Mich., 
explains the difference between 
himself and the typical lumber 
dealer with this story: 

“When I visited the NRLDA 
Exposition, I was inspecting some 
merchandise I'd never seen before. 
I turned to a lumber dealer stand- 
ing next to me, also inspecting the 
display, and said: ‘Say, that looks 
like something that would sell fast.’ 

“The fellow replied; ‘Why, no- 
body could sell that stuff.’ ” 

Snow grabbed the line for his 
Doo-It Store, advertised it and has 
been selling the merchandise ever 
since. His nameless lumber dealer 
friend is probably still kicking 
around the price of 2x4s for some 
price-conscious contractor. 

It is all in how you view sales 
opportunities, says Snow. 











Store, accounting for sizable volume, 
include metal wall stripping for shelv- 
ing, hardwood plywood for shelves, 
furniture legs of all kinds, including 
wrought iron, tubular brass and wood; 
paint, floor tile, ceramic and mosaic 
tile. 

Snow’s inventory includes both soft- 
wood and hardwood plywoods, un- 
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finished furniture, hardboards, special- 
ty builders hardware with emphasis 
on unusual items, plastic counter topp- 
ing, just to name but a few lines 
carried. 

“We place emphasis on serving the 
unusual in the homeowner’s needs,” 
Nicholas says. “For example, we 
carry seven different types of paint 
and varnish remover. Each one has 
some special user-advantage. Our men 
are trained to help the handyman 
select the one which is best for his 
purpose.” 

Related selling is vital. When a 
customer comes in, the Doo-It Store 
clerk exposes him to skilled related 
selling. Related to the sale, for ex- 
ample, of a piece of walnut-faced 
plywood for a shelf are (1.) edging 
strips, (2.) wood tape, (3.) contact 
bond adhesive, (4.) wall anchors, (5.) 
stains, (6.) lacquers or varnishes, (7.) 
brush, (8.) thinner, (9.) steel wool, 
and (10.) wax for final finish. These 
related items can often double the size 
of a sale. 

In addition, the act of suggesting 
related items helps build up customer 
confidence in the firm’s goods, which 
means repeat business. 

“Our repeat business has been phe- 
nomenal,” Snow says. 

“And I'd hate to think what I'd do 
if one of our salesmen didn’t do any 
related selling,” adds Nicholas. “This 
not only helps build each sale but its 


j 
| i 





contribution to customer confidence 
is terrific. Sometimes we’ll deliberately 
sell a man more than he needs to do a 
job, do it with his entire approval, so 
he won't run out of material over a 
weekend. We'll take back what he 
doesn’t need. And as we do this, we 
start selling him an idea for another 
home improvement project. Note, too, 
that he pays cash for all these items 
and hauls them away himself. That’s 
the result of customer confidence.” 


Sales-building. Advertising has al- 
ways played a large part in Snow’s 
basic policy. He regularly invests 
12%-15% of total annual sales in ad- 
vertising, using the large-circulation 
Detroit newspapers to appeal to buyers 
all over the metropolitan area. 

Idea-arousing store displays are an- 
other basic. A recent successful dis- 
play was labelled “Our Warm Walnut 
Corner.” It included $128 of a new 
walnut veneer wall finish product; 
$76.13 for a special design walnut 
bench; $44.59 for material for a wall 
cabinet of walnut plywood; $22.50 for 
a wall clock of novel design; an un- 
specified amount for anodized alumi- 
num wall stripping for shelf support; 
$159.95 for vinyl floor tile; and 
$127.59 for a special design anodized 
aluminum room divider. A number of 
duplications of this display room have 
been sold, with total billing for each 
of over $500. 


“One of the basic requirements for 
our sales people is their imagination,” 
Nicholas says. “When we hire a new 
man, we always look for this quality; 
with it a good man can help a cus- 
tomer visualize how a plain room or 
wall can be given high style, interest 
and warmth. When you do this, the 
sale is as good as made.” 

Doo-It Store personnel are in de- 
mand as how-to-do-it lecturers before 
social, civic and church groups. Al- 
ready on the calendar is a lecture date 
for manager Nicholas for early in 
1960 before a local group. These al- 
ways result in new customers. 

Pricing policy? Nicholas says they 
do not sell on price, but try to keep 
prices in line, not overloading them 
above normal small volume sale in- 
dustry practice. 

Many regular customers of the 
store are business executives and pro- 
fessional men from all over the De- 
troit metropolitan area. The store is 
located near upper income residential 
areas, where many such men live. 

Product hunting. Owner Snow re- 
veals that finding suitable items for 
sale in his unusual store isn’t easy. 

“I’m constantly hunting for new 
merchandise,” he says. “One of the 
best recent ones I found at the 
NRLDA exposition in Philadelphia. 
This is a new type of sliding door 
track which is developing considerable 
volume for us.” 


Snow and Nicholas are avid shop- 
pers of trade shows, retail markets 
and competitors’ stores. Sometimes 
they have ideas for saleable products 
they cannot find; when this happens 
they design and begin manufacturing 
them. At present, they are marketing 
an unusual folding table bracket and 
a concrete bonding compound, in 
addition to various specialty tools. 
These are developed and sold to other 
retailers by a subsidiary company. 

“We're tapping a market here most 
lumbermen don’t know exists,” Snow 
says. 


ate: 


= TILE:PAINT 


INTENSIVE PROMOTION, a high traffic- 
count store location plus inventory of un- 
usual building products brings profitable 
cash-and-carry consumer sales. Store is 
open until 9 p.m. weekdays. 





NEW RUGGED Campbell-Hausfeld 


HIGH 
PRESSURE 
TANK 












































_ WE'RE MAKING BIG MONEY now THAT WE'RE SUGGESTING | 
‘SCOTCH’ BRAND MASKING TAPE WITH EVERY PAINT SALE / 





“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Poul 6, Minn, 
MMiimwwesora [twine ano ]fanuracrurine company 
WHERE RESEARCH IS THE KEY TO TOMORROW NS 
“t 
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ideal for paint an 


Rugged twin cylinder air compressor (21%4” bore x 2” stroke) 
... Gelivers 5.4 CFM at 45 psi. 

@ Up to 100 psi continuous, 150 psi intermittent. 

® 1 HP electric motor with automatic pressure switch, or 3 HP 
gasoline motor with constant speed unloader. 


20 gallon tank. Stationary, or mobile with 10” rubber tired 
wheels. 


Offers years of trouble-free high volume air delivery for fast 
sales, satisfied customers. Write for Bulletin HP 100 today! 


‘Whatever your paint spray needs .. . 
Campbell-Hausfeld has the unit for you." 


The Campbell-Hausfeld Co., 281-H, Railroad Ave., Harrison, Ohio 


CAMPBELL-HAUSFELD 


Circle No. 34 on Handy Cover Card 
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Special AD MATS for Lumber Dealers! 


e Ideas for Ads 
e Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 


we also provide suggested leyouts and copy. 


Package 2 


Theme and Project Mat 
Ilustrations Page No. 
Add-a-room (exterior) .......... 23 
Add-a-room (interior)_ 
Add-a-room (sketches) . 

AABEES FROME ccniesecssccseseescese si 
Christmas, headline illus 

Dormer 
Entrance, before-after 
Family-recreation room ....23, 32 
Garages 
Garage converted to room 
Get ready for winter. 


ee — 











Insulation . 
Kitchen 
Modernization Magic 
Money to loan 
Outdoor living .. 
Paneled room .... 
Planning help 
Plywood 














Package 1 


American Lumberman 
59 E. Monroe St. 
Chicago 3, til. 


(Circle pages desired) 


Package 1 
1, 25-3, 4, $, 6, 7, 8, 9, 10, 1%, 
a4, 15, 26, 17, 10, 08, By A, 
pages @ $3.95 


entire package $82.50 
Package 2 


23, 24, 
29, 30, 


27, 28, 
33, 34 


@ $3.95 
entire package $44.90 


25, 26, 
31, 32, 


pages 


. 
Catalog Send free catalog. 1 


Name 


Products and’ 

Applications 

Acoustical tile 

Awning, window 

Caulking . 

Christmas patterns 
Combination doors 
Combination windows = 
RR PIUUIRE WOR ccc itacans eset soccseecesoce 26 
Doors, interior 

Fan, kitchen ... 

Fence, picket 

Floor tile 

Hardboard, perforated . 
Insulation, blanket 
Insulation, pouring 

Kitchen cabinets 

Louvered shutters, interior.... 
Lumber, piece-price 


Roof cement 

Roofing, shingles . 
Storm sash 

Table legs 

Tools, hand 

Train table, plywood. 
Wall tile 
Weatherstrip . 
Wrought iron railing 


Theme and Project 
IHustrations 


Add-a-room 
Attic Rooms 


Christmas, general 
Christmas, recreation room 
Christmas, tools 
Fencing . 
12, 33, 
22 Hardware 


Home workshop, tools 
Home improvement for interiors 


Garage selection 


Insulation 

Kitchen remodeling . 
Paint 

Plywood . . 5 
Porch or breezeway . 
Recreation rooms 
Spring check-up 
Products and 
Applications 
Adjustable post . 


stepson 





Addre 


Blanket insulation . 





Caulking gun ..... 


Cedar closet lining ... i RE er 


Ceiling tile, insulating . 


























a 


Weil Tile MAT NO. 281 





i, 


MAT NO. 262 

















Li 
ut 
Counter Top MAT NO. 285 











TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 
plastic laminates. If your ad called for other products, they 
would be picked up from other mat pages. For example: No. 34, 
kitchen fans; No. 32 floor tile; No. 10 or No. 23 for additional 
material on kitchen cabinets. 


brushes 
exterior 
interior 

Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood 

Plywood built-ins 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence 


Paint 
Paint, 
Paint, 


Cornice, plywood 
Counter top 
Cutting board 


combination 

flush 

folding 
interior 
louver 
screen 


Doors, 
Doors, 
Doors 

Doors, 
Doors, 
Doors, 


ornamental 
pickets 


Fence, 
Fence, 
Fence, sts 

Fence, wood and wire 
Floor tile 

Flooring, hardwood 


nN 


Roof coating . 
Roofing, roll 
Roofing, shingles 


vw fF Fear ANAS HVaGQnun 


Screen doors 
Screen, window 
Screen, roll 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood 
Stairs, disappearing 
Storm sash 


Garages 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 
Hardboard, wall tile 
Hardware. builders’ 
Hose, garden 


Mens Bn 


Insulating plank 
Insulating siding 
Insulation, blankets 
Insulation, pouring . 


Tools, garden 
Tools, hand . 

Tools, power . 
THOS ccceresssine 


Wallboard 

Wall tile 
Weatherstrip . 
WINGOWS ...00cceecceveee 
Wood mouldings .. 
Wood paneling . 


ic) 
er 


Jalousie . 


Kitchen cabinets . 
Knotty pine ..... 


LMdders rccecssevees 
Lumber ........... ‘ 


Medici: cabinet. 


~ 
“> 





Ceiling tile, acoustical 
Concrete mix 


Mortar MIX... Wood siding ......... 
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Warehouse Parade 





PALLETIZING permits use of floor area as inventory requires. 
At left is part of company’s $25,000 inventory in palletized 
plywood. Right foreground you see two double-faced molding 


racks, 36’ wide and 15” high. End doors are 16’ wide, cor- 


responding to center aisle of same width. There are 10 vents 
along ridge; 26 skylights equally spaced on both sides of roof. 
Loading is from both sides of warehouse, as explained below. 


Free-Span Structure With 4-Way Access 


One side from rail tracks; other side from trucks, plus entry from 
both ends, give handling efficiency to Colorado dealer. 


With materials almost 100% pallet- 
ized, a 4,000-Ib. fork lift truck speeds 
materials handling along the concrete 
floor of the steel frame warehouse 
pictured above at the Crissey-Fowler 
Lumber Co., Colorado Springs, Colo. 

The warehouse is built dock height 
so that the fork lift can move from rail 
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cars directly through 12’ x 12’ doors. 
On the other side, 16’ x 16’ doors 
enable two trucks to back up at the 
same Opening; or one truck can drive 
parallel to the building. “With no dock 
projection, we can practically load 
from the inside,” explains Roger Har- 
ris, warehouse manager. The entire 


warehouse can be maintained with 
one warehouse man. 

Crissey-Fowler has a 40’ x 100’ 
warehouse for small orders; the 70’ 
x 260’ structure above is used ex- 
clusively for volume storage. Kenneth 
C. Brosh, secretary-treasurer, said that 
the company can stock carload ship- 
ments with ease. 

“Besides, he remarked, “we now 
have 50% more stock than before we 
had this warehouse. This leads to bet- 
ter customers service.” 

The warehouse, costing $65,000, is 
located on leased rail siding. 
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PALLET RACKS provide efficient handling of roofing and 
tileboard for Crissey-Fowler Lumber Co., using 4,000- 
Ib. capacity lift truck on concrete floor. 


“NEWS! : 
\" Asphalt shingles can 
\, now be nailed directly to 

\USG" Insulating Roof Deck! 


New system 
saves your customers’ dollars! 


Now, you can help your customers eliminate the time and 

DOORS ARE BINNED, facing each other across a 12’- labor that go into built-up roofing, and sell more roofing 
wide aisle in the Colorado Springs warehouse. materials. Tests prove you now can combine the insulating 
and decorating advantages of strong roof deck construction 

- with the beauty and weather-resistance of asphalt shingles. 
Even on low-slope roofs you can apply asphalt shingles to 

USG Insulating Roof Deck. For more information about this 

money-saving development, see your U.S.G. representative, 

or write Dept. AL-92, 300 West Adams Street, Chicago 6, III. 


US 
UNITED STATES GYPSUM ‘) 


the greatest name in building 


ee 


EFFICIENT STORAGE of dimension at Crissey-Fowler, 
along narrow 100’x400’ strip is gained by stacking 
shorter lengths at right angles to longer lengths behind. 
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Readers Sound Off on Transit Cars 


The article, ‘‘Transit Lumber Car—Saint or Sinner?"’ in the 
May 25th issue of American Lumberman brought forth many 
comments. Below is a cross-section of A.L. mail on this topic. 


Can’t Understand Transit 
Car Mathematics 


To The Editor: 

The writer has just finished reading 
your interesting article, “Transit Lum- 
ber car—Saint or Sinner?” You quote 
Bob Taylor, Timberlane Lumber Co., 
defending the transit car. We cannot 
understand his logic and certainly not 
his mathematics. 

He claims that rather than wasting 
freight cars, the transit car actually 
brings them back for reload faster. 
Even a school boy can figure Mr. 
Taylor does not know where of he 
speaks. Take a firm order car leav- 
ing a coast mill to Chicago. Under 
normal service, it will arrive in seven 
to nine days, will be back at the mill 
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to reload in another seven to nine 
days; let’s say 20 days for the round 
trip. The average transit car at the 
end of 20 days is still 2-10 days 
short of the diversion point. Most 
circuitous services guarantee not less 
than 24 days to the diversion point. 

Let’s assume a transit takes 27 days 
to diversion point. Assume it is sold 
four days after arrival, takes another 
four to six days to arrive at destina- 
tion. This means this piece of equip- 
ment is tied up for close to 40 days be- 
fore it arrives at its destination. As- 
sume it is unloaded immediately and 
then takes another nine to 10 days to 
return to the sawmill; the round trip 
takes 50 days. During the 50-day 
period a firm order car would make 
two trips under load to Chicago and 


would be well on its way with the 
third load. 

Taylor blames considerable car 
shortage on the fact that cars are not 
unloaded promptly at destination. Is 
there any reason to believe transit 
cars are unloaded any faster than 
non-transit cars? He says transits load 
faster at the mill; apparently he never 
has been to a sawmill. I’m sure you 
will agree that if you ordered 25,000 
feet of 2x4 in a transit car they will 
not take any longer to load than if 
you ordered 25,000 feet to go on a 
firm order. 

There is another point Mr. Taylor 
carefully avoids, one that bothers a 
lot of us here on the Coast. Why 
should we non-transit mills and whole- 
salers have to pay for the free stor- 
age or warehousing privileges ex- 
tended by the carriers to the transit 
shipper? 

To clarify, take the transit referred 
to above, taking 40 days from load- 
ing to destination. The per diem the 
railroad paid on this car was 40 days 
at $2.75 per day, or $110. Also the 
carriers had to set this car out at 
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various points, put it on circuitous 
routing, then haul it back out of the 
“bone yard” when it finally is sold. 
This costs money. Further, the transit 
shipper insists the carriers keep him 
posted daily or, say, twice a week on 
location of the car. Somebody must 
scan the passing reports, somebody 
has to wire somebody at an office 
somewhere who in turn either phones 
or wires the transiter to tell him where 
his car is. 

Let’s assume this shunting out, 
setting aside, reporting, etc., costs the 
carrier not more than $25 (which I 
consider a very, very low estimate). 
Add this to $110 in per diem; that 
car cost somebody $135. Our firm 
order can get to Chicago in 10 days, 
no reporting, no special handling. Its 
total cost at $2.75 per diem is $27.50. 
Obviously the transit car costs the 
carriers $107.50 more than a straight 
firm order shipment. The carriers 
repeatedly have asked for increased 
rates on lumber because they couldn’t 
make money, and the firm order 
shipper is penalized the same as the 
transit shipper by a freight rate in- 
crease. 

Transit wholesaling is detrimental 
both to producer and retailer. Ob- 
viously, as transit cars get in trouble 
and the price of 2x4’s “on wheels” 
drops $5, it drops $5 at mill level; 
conversely this same $5 drop is re- 
flected in the dealer’s inventory. It is 


amusing to hear some large retailer 
tell us he really “cleaned the boys 
today” in buying a block of transits at, 
say, $10 under the market and insisted 
the transit shipper allow him 2% 
cash for settlement in 60 days. It 
never occurs to him that by reducing 
the market price of lumber he re- 
duces the value of his inventory by 
the same amount. So whether he 
made a good deal depends on whether 
he bought more lumber in transit 
than he had in inventory at the time. 

We do not want to appear holier 
than thou. Occasionally we roll some 
transits, but these are either because 
we made an excellent buy (couldn't 
resist temptation) or we are helping a 
mill that loaded a car and had it 
cancelled on them, or for some good 
reason must get one or two cars on 
the road. But even then we do not 
like it.—John J. Helm, president, Cas- 
cade Pacific Lumber Co., Portland, 
Oreg. 


Taylor’s Reply 


The economics of a transit car 
cannot be evaluated on a “one car” 
basis. Mr. Helm’s assertions of length 
of time taken by a transit car to 
Chicago are undocumented or, at 
best, a case of taking the exception 
and claiming it represents the norm. 
So far as the problem of car supply 
is concerned, it probably would be 


best if both sides of this controversy 
would stipulate that causes of car 
shortages are many and that they 
have not even the most remote re- 
lationship to methods of distributing 
lumber. 


The AAR Report #161 of May, 
1959, shows: 

Cars of lumber in transit 

Total cars of lbr. enroute 

Cars awaiting repairs dly. 143,913 

Total serviceable cars 1,781,313 


Anyone taking even a brief glance 
at these figures from AAR _ will 
grasp immediately that the number of 
cars in transit, being less than 1/6 of 
1%, cannot have an appreciable ef- 
fect on the over-all supply of cars. 

Even so, there is evidence the typi- 
cal transit loading makes more eco- 
nomical use of a freight car than does 
the typical firm order loading. This 
is because the mill loading a car for 
transit not only releases it sooner but 
also will fill it with as great a vol- 
ume as possible; the mill loading a 
firm order is limited to the number 
of pieces and total footage ordered 
and often delays it to complete the 
manufacture of the order. 

In hearings last February before the 
Interstate Commerce Commission, 
one railroad presented the results of 
an actual study of transit cars. This 
showed the average loading was 68,- 
200 pounds per car. During the same 
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a 34 page booklet especially prepared 
to guide lumbermen in buying 


correct insurance protection. 
Write to Business Extension department for your copy: 


Sz 
= 2 Division of KEMPER Insurance 


__.___CHICAGO 40 
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“on PLATED WASHERS 


instead of Gaia anear” 


Six decorative, 
sift-proof, 

dust-proof boxes 

in each handy carton. 


Superior 
Plaster Colors 


HIGH PROFIT-FAST MOVING 


SMITH’S PLASTER COLORS 


Packaged and 
Priced Right to Sell 


The original small package line of 
color. LIMEPROOF—SUNPROOF, 
FADEPROOF. Used for interior 
plaster or exterior stucco, for color- 
ing texture materials or cement 
base paints. Manufactured in 18 
beautiful decorator shades. 


Smith’s colors are color matched, 
never deteriorate, warehouse set or 
pack. For safety, stock and sell 
Smith’s Colors for the Builder. 


Nationally known manufacturers of .. . 


Smith’s Floor Enamel (rubber-base), Portland Cement Paint, 
Cement Colors, Mortar Colors, Smith’s Topper, the sprinkle-on, 
ready-mixed Cement Color with built-in hardeners, wetting 
agents, aggregates and color and Smith’s Topper Wax and Color 
Restorer. 


WE PAY THE FREIGHT—ORDERS SHIPPED THE SAME DAY RECEIVED 


GEO. B. SMITH CHEMICAL WORKS INC. 


Maple Park, Illinois @ Telephone Maple Pork 7-3221 
Established 1920 


Here’s modern merchandising in staple, 
small-unit merchandise. Save extra 
handling ... build up the sale automat- 
ically. Washers are pre-counted, ma- 
chine-packaged. Only Wrought Washer 
makes KLIP-PAC! All standard sizes, 
3/16” to 5/8” bolt size. 


ORDER FROM YOUR JOBBER. 
WROUGHT WASHER MFG. COMPANY 


The World's Largest Producer of Washers 
2203 SOUTH BAY STREET ° MILWAUKEE 7, WISCONSIN 
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period, the average for all cars, in- 
cluding transits, carrying lumber was 
61,580 pounds. Thus, it would take 
11 cars in firm order traffic to handle 
the same volume as 10 cars loaded 
for transit shipment. 

In another part of his letter, Mr. 
Helm assumes that when the price of 
lumber sags (usually on a seasonal 
basis which can be charted quite ac- 
curately) it is because wholesalers 
have deliberately piled up cars at 
diversion points. This does not stand 
the test of logic. Mr. Helm assumes 
that western wholesalers selling trans- 
its deliberately sacrifice their chances 
for profit and even their capital by 
flooding the market much as the 
lemmings of Norway rush headlong 
into the sea. 

Actually, these wholesalers are en- 
gaged in a business whose effect on 
the economy is entirely different from 
that implied by Mr. Helm. In rolling 
a relatively steady flow of lumber 
toward the consumer, the transit 
wholesaler is following the marketing 
theory that the closer goods or serv- 
ices are to the market, the more nat- 
ural the price. If lumber is still at 
the mill when the contractor starts to 
build, many days are lost. If the 
lumber is at some point between mill 
and home site, time is saved for the 
builder and the freight cars are many 
days closer to their turnaround point. 
If the lumber is at the mill when de- 


mand hits, prices will fluctuate out of 
all reason. 

The economic validity and morality 
of the transit method is being proved 
daily in sales to thousands of dealers. 
This is the testing ground, as well 
as at the loading dock of the efficient 
but moderately capitalized western 
sawmill. Transit distribution has 
made such mills fast-moving competi- 
tors to the administered pricing sys- 
tems of the huge integrated opera- 
tions which control their product 
from the tree to the dealer and even 
beyond. 

The transit wholesaler thus per- 
forms an important service to the 
lumber dealer and to the independent 
mill. Arguments over the effect on 
railroads (who have acknowledged 
the advantages to themselves) are little 
more than the lint picking of unhappy 
competitors—R. B. Taylor, partner 
and credit manager, Timberlane 
Lumber Co., Eugene, Oreg. 


Good Production Barometer 
To The Editor: 

There is the unconscious inference 
by some people that transits make the 
green lumber market depress, rather 
than that supply and demand make 
the market depress. I was reading a 
market letter the other day which 
brought this to mind. The letter 
pointed out plywood was dropping 
because there was too much plywood 


on the market; they mentioned a drop 
in ponderosa pine because there was 
a glut of pine; but when they got to 
the green fir market, they mentioned 
there were too many transits available. 

They imply that if transits were 
done away, plywood would drop, pine 
would drop but green dimension 
would go right on soaring upwards 
regardless of oversupply. 

Actually, you will find the transit 
lists an excellent barometer of the 
medium and small mill green Douglas 
fir production, in many ways better 
than that of the West Coast Lumber- 
men’s Association because they repre- 
sent a type of production not reported 
by the WCLA.—Russ Fryburg, sales 
manager, Timberlane Lumber Co., 
Eugene, Oreg. 


Something Illicit? 
To The Editor: 

I note in American Lumberman the 
transit car “evil” is again being dis- 
cussed. I had hoped we’d never have 
to go through this again. It is entirely 
commendable that you endeavor to be 
fair to both sides, but why the discus- 
sion? 

Surely there can be no great interest 
these days in either attacking or de- 
fending a form of merchandising that 
has existed, thrived and grown for 
over 50 years... The facts are 

(continued on page 69) 








Cross-cuts or 
Rips panels of 
TILEBOARD 
HARDBOARD 

PLYWOOD 
ALUMINUM 
PLASTICS AND 
PLASTIC 
LAMINATES 
ALSO USED TO 
TRIM DOORS 


RICHARD 


BOX 339 








Now You Can Make A Profit 


Cutting Panel Boards To Size With A 


WRITE FOR PRICES AND LITERATURE 


C. BENNETT MFG. CO. 


LACEYVILLE, PENNA. 


PAYS FOR ITSELF IN A FEW MONTHS 
Rips or eross-euts can be made without remov- 
ing panel from machine. One man can eross- 
eut or rip a 4’x 12’ panel alone and quicker 
than two can on a table saw. All cuts are con- 
sistently square. Vertical and horizontal seales 
are attached for selective cuts. Machine is 
fool-proof; can be operated by unskilled in 
compiete safety. 
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Trade Mark 


Registered 





DOUGLAS FIR 


PONDEROSA PINE— SUGAR PINE 


WHITE FIR 


INCENSE CEDAR 

Annual Production 56 Million 

High Altitude, Soft Textured Growth 

Modern Moore Design Dry Kilns 
Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE, CALIFORNIA 
Sales Office at Susanville, California 


ANDERSON, CALIFORNIA 
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Yard COST-SAVERS 


Pipe Makes Flexible Binning 


The Clem Lumber and Distributing Co., Cincinnati, 
saved 2 feet in the height of warehouse racks by using a 
pipe structure instead of a timber structure. The plywood 
racks above were assembled with Nu-Rail slip-on fittings, 
which require no welding. It is claimed that installation 
was made with considerable labor savings compared to 
other binning systems because only a hex wrench is needed 
to fasten the hardened set-screws. 

The fittings are made in sizes from 34” to 2”. They are 
cast from an aluminum-magnesium alloy and can be used 
outdoors and indoors with I.P.S. standard pipes. For name 
of manufacturer, write the Editors, American Lumberman, 
59 E. Monroe, Chicago 3, III. 


© Poa A SABER 


Shed Conversion For Shingles 


The savings in time and labor from palletized handling 
and storage of roofing quickly paid for conversion of the 
shed above into unit bins, says Ralph E. Stephens, presi- 
dent of Stephens Building Supply Co., Birmingham, Ala. 
“IT wouldn’t ever go back to the old system of hand toting,” 
said Stephens. Contractors send trucks to the shed for pal- 
letized loads. 
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GLIDRAULIC 


PATENT PENDING 





Now for the first 

time you can offer 

your customers a top quality, 

precision-built, trouble-free hydraulic 

closer for their storm and screen doors. A 

hydraulic closer that is guaranteed for 15 years. A 
hydraulic closer that has more outstanding operating 
and sales features than any other closer. 


OUTSTANDING SALES FEATURES 


© Double latching power 
© Double Wind Resistance 
@ Easily Installed 


@ 15-Year Guarantee 
@ No Bounce—Glides Closed 
@ No Adjusting 





SPECIAL OFFER 


We will send you one FREE Illinois Glidraulic and pay 
you $2.00 cash for installing it on your storm and 
screen door, or if you prefer, we will send you FREE an 
X104 mounted operating display sample. 

Here’s all you do! Order 12 Illinois Glidraulics and 
return the certificate in the carton to Illinois Lock Co., 
800 S. Ada St., Chicago, Illinois and we will return $5.97 
to cover your cost of closer and installation, or the 
FREE demonstrating sample. 


Order Glidraulics from your jobber today! 











The Illinois Lock Co. 


803 S. Ada Street, Chicago, Illinois 
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LUMBER MAP 


OF FINE 


NORTHERN 
HARDWOODS 


a é 
SUPER,, ‘ 


For more than half a century Northern 
Woods have been recognized for their 
high quality and satisfactory service. 
Today's products of the Northern region 
are better than ever—well-manufactured, 
accurately graded, properly dried. Con- 
sult the firms on this column for your re- 
quirements in all Northern Woods. 





*Roddis Plywood Corp. : —_— Falls, 


Roddis Lbr. & Veneer Co. of Mich., Ironwood, Mich. 
Roddis Lb. & Veneer Co., Ltd. 

Savit Ste. Marie, Ontario, Can. 
Complete stock N. Hdwds., Hemlock, W. Pine, Ce- 
dar Pred., Maple, Birch, Fig. Hdwd. Ven‘r'd Doors. 

Plywd. Modern Dry Kiin facilities. 





Goodman Lumber Div., Calumet & Hecla, Inc. 
Sales Office: GOODMAN, WISCONSIN 
Mills at: Goodman, Wisconsin and Mohawk, Michigan 


Northern Hardwoods, Hemlock, White Pine and Bass- 
wood, Hardwood Dimension, Planing Mill, Dry Kilns 
Rotary Cut Veneers 





*+J. W. Wells Lumber Co. . . Menominee, Mich. 


Hard Maple and Oak Flooring. Strip, Herringbone, 
Block patterns. Custom kiln drying. Upper grades 
Hard Maple and Birch lumber, rough. 





tMember Maple Flooring Mfrs. Assn. 


*Member Northern Hemlock & Hardwood Mfrs. Assn. 
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HIRING A RELATIVE as a salesman was biggest mistake for one lumberman. ‘‘He 


now is almost worthless as a salesman,” 


the dealer confessed. Most mistakes by 


dealers involve salesmen, credit problems or family problems in the business. 


Dealers Tell Their 


“Biggest Mistakes’ 


You can profit by reading (and avoiding) these almost un- 
believable management errors confessed by lumber dealers. 


Selecting and training salesmen was 
the biggest mistake admitted by most 
dealers attending a recent Art Hood 
management workshop. Here are ver- 
batim dealer comments on this sub- 
ject: 

“I failed to hire a man who was 
leaving a yard in a nearby city be- 
cause I thought I couldn’t afford him. 
He went to work for a yard in an- 
other part of the state, became part- 
owner and is recognized as one of the 
ablest men in the business.” 

Postponing necessary personnel 
changes was mentioned by another 
manager, who said that making grad- 
ual changes “caused too much tension 
on myself and my employers for too 
long a period of time.” 

“Failure to develop effective sales- 
men,” commented one dealer, suc- 
cinctly. 

“Failure to push outside salesmen 
through creative sales education and 
commission incentives to better sales 
efforts,” observed another dealer. 


Another dealer claimed his worst 
mistake was failure to investigate a 
man’s health before hiring him. Other- 
wise the man is very competent, but 
poor health is a severe drawback, this 
dealer reports. 

“My worst mistake,” commented 
another dealer, “is not understanding 
the compensation system of our sales- 
men so that I am unable to decide on 
whether our commissions are being 
honestly earned.” 

Still another dealer said that his 
problem was retaining an incompetent 
employe for such an extended period 
that it was difficult for both parties 
to break off. 

Hiring a relative as a salesman 
turned into a headache for another 
dealer. 

“We started him on a salary and 
commission basis,” said the dealer. 
“When we found he was not earning 
enough, we changed him to straight 
salary. He now is almost worthless as 
a salesman.” 


August 3, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Another dealer fell into the person- 
nel trap by hiring a branch manager 
upon recommendation of the former 
employer. 

“We felt the information was re- 
liable as the firm was liquidating, but 
the man stole over $5,500 before we 
caught up with him.” 

Other dealers moaning over their 
personnel mis-steps said: 

“Hiring people thinking they were 
efficient, but they didn’t turn out that 
way and we can’t fire them all now!” 

“I hired an excellent salesman and 
didn’t have a planned program with 
prices and tools ready for him to sell. 
Consequently, he sold a house job on 
which I lost money.” 

“My biggest mistake was hiring a 
man for salesman when I knew he 
couldn’t do the job. He quit eventually. 
Later, I hired another man who was 
given a poor report from a former 
employer. His credit, checked by me, 
was poor. However, I still hired him 
because we were busy and ‘I didn’t 
have time.’ To top off these gems, I 
haven’t fired him yet!” 


Credit problems. The whole prob- 
lem of money—getting it for opera- 
tional purposes and collecting it from 
customers—is a major problem for 
many dealers. 

“My management mistake was ex- 
tending a sizeable amount of credit to 
a painter without asking for credit 
references, then after thinking about 
it, not following up and having home- 
owner include our name on check.” 

Failure to watch accounts receiv- 
able closely almost put another dealer 
out of business, he said. 

“We let accounts as large as $3,800 
ride for over two years. We are now 
swinging very much the other way, 
but feel such dead beats are good 
customers for our nearest competitor.” 

Still another dealer reported a 
“worst mistake” on credit matters. He 
said he opened an account for a 
friend (?) without having the credit 
department make the customary credit 
check. The “friend” skipped town after 
receiving a sizeable order. 

More mistakes on the money prob- 
lem as reported by dealers: 

“Failure to borrow sufficient money 
when I first bought my yard 10 years 
ago. This has caused me considerable 
trouble since then.” 

“Biggest individual mistake was to 
sell by dollars per M rather than per- 
cent on cost per M. The customer 
bought the highest-priced item and I 
made no more than if he had bought 
the cheapest item.” 

“Not keeping a closer guard on my 
profits. However, I now feel after the 
Workshop that this can be changed.” 


Family problems. Allowing family 
relations to intrude into business situa- 
tions has been a thorn in the side of 
many dealers. Explained one dealer: 

“My worst mistake was joining a 
family corporation. Now I am faced 
with the decision of what to do about 
it. Relations are strained and I have 
a 40% interest in the business.” 


Another dealer said he found him- 
self under a three equal family mem- 
ber corporation, which was later split 
into three separate corporations, which 
are much more successful than before 
and helps avoid estate problems in the 
future. 

Failure to make a prompt decision 
has stymied one dealer, who said he 
made large profits for his company 
from 1946-1951, then returned from 
the Korean war to assume his former 
job on an indefinite basis as to au- 
thority and salary. He said it took sev- 
eral years to “bull doze” his way back 
into active management in the face of 
aged executives and old-fashioned 
views. 

“I should have assumed the position 
of authority in 1953, taken the bit in 
my teeth and made a decision to take 
over or get out in 1953,” laments 
this dealer. 

Two dealers said the worst mistake 
they ever made was not going into 
business for themselves. Here are 
some other mistakes dealers admitted: 


* Revamping dying coal operation, 
which was finally dropped entirely. 


* Inability to see my employe’s prob- 
lems and sell these problems to the 
president of the company rather than 
argue with the employe. 


* Doing too much of the detail work, 
not delegating authority nor devoting 
enough time to management. 


* Reluctance to move our yard to a 
better location, also reluctance to 
build a modern store some years ago. 
(This problem is being solved with the 
purchase of new land.) 


¢ Trying to be a good guy by allow- 
ing concessions with both customers 
and employes. 


¢ Going into business when I didn’t 
take time to plan the work, keep am- 
ple records, control purchasing. This 
cost me about $5,000—a wonderful 
lesson, but one hell of an ordeal. 


In conclusion, two dealers deplored 
their lack of education. One dealer 
said he wished he had taken more 
courses—business, public speaking etc. 

“I am going to take steps to correct 
this right now,” he declared. 

More than 4,000 dealers have at- 
tended editor Hood’s workshops. 
Every dealer attending is asked to jot 
down “My Biggest Mistake.” Many 
dealers said their biggest mistake was 
failure to attend an Art Hood work- 
shop earlier. One dealer wrote: 

“Had I attended this workshop 10 
years ago, I would not have 50% of 
my present business problems.” 

Art Hood resumes his management 
workshops in September, upon return 
from his around-the-world trip. He 
has just given lumber dealer work- 
shops in Australia. 

For dates and locations of Art’s 
1959 and 1960 workshops, write the 
Editors, American Lumberman, 59 E. 
Monroe, Chicago 3, IIl. 
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ventilating louvers... 


‘Builder 
Benefits! 
A 


147 different sizes and 
shapes to choose from... in 
aluminum and galvanized 


Here’s why LoManCo louvers are 

your best buy... by far! 

Each and every LoManCo ventilator meets 
the new revised FHA minimum property 
requirements. LoManCo louvers are built 
only of stronger, heavy gauge aluminum and 
galvanized materials. LoManCo offers you 
the industries widest selection of louvers to 
choose from—over 147 different shapes and 
sizes of ventilators with many unique design 
features found only in the LoManCo line. 
Next time you buy louvers, be sure you 
specify LoManCo... your assurance 
you're getting the best! 

See our complete line in Sweets 

Light Construction Catalog File Ib, or 

write for illustrated catalog 


Louver 


MFG. COMPANY = 
3603 Wooddale Ave. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 








Stoop Prefab Form Announced 

A new steel wing wall or stoop pre- 
fab form has been introduced by the 
manufacturer to complement its regular 
line of factory-built concrete forms and 
forming hardware. The forms, designed 
both for residential construction and 
industrial where a wing wall is required, 
are triangular in shape and will form a 
concrete bracket 4’ deep, extending 4’ 
from the wall at the top. Thickness of 
the bracket is 8” at the wall going down 
to 6” at its outer extremity. 

Stoop forms are available for wood- 
ply or steel-ply forms and are used with 
the maker’s regular standard hardware. 
Handles are also provided on each form 
for easier handling. 

Market Data. Symons steel stoop pre- 
fab form has a suggested retail price of 
$45. It is available now direct from 
maker and is primarily an item for con- 
tractor sale. Symons Clamp & Mfg. Co., 
Dept. AL, 4249 West Diversey Ave., 
Chicago 39, Ill. 

Circle No. 201 on Handy Cover Card 


Adhesive for Plastic Wall Tile 

A new plastic and ceramic wall tile 
adhesive called G-386 is available. Be- 
cause the adhesive is based on rubber 
which has quick grabbing and lasting 
strength, it allows greater coverage and 
more open time than oil based mastics 
(top photo), says maker. Strength of 
G-386 increases with time to the point 
where it forms an inseparable chemical 
bond with the back of the tile and has to 
be broken off in chips as in photo above 
of tile bonded for approximately two 
years, it is said. 

G-386 covers approximately 60 square 
feet per gallon and has a shelf life of 
about nine months. When the new ad- 
hesive is used, priming is not required on 
white coated plaster or plasterboard. The 
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adhesive is applied by notched trowel. 

Market data. Available now, G-386 is 
being marketed through plastic wall tile 
manufacturers. It is being packaged and 
sold in three gallon steel pails weighing 
less than 33 pounds; one gallon cans 
shipped four to a carton; and one quart 
cans shipped 12 to a carton. It is an 
ideal item for sale to do-it-yourselfers 
and contractors. Minimum dollar in- 
vestment for a dealer is approximately 
$150. Dealer sales aids include a 2” x 2” 
slide visual presentation with text. Arm- 
strong Cork Co., Dept. AL, Lancaster, 
Penna. 
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Has New Built-In Electric Oven 
A new Modern Maid built-in electric 
oven, Model EO-22P, is available. The 
oven size has been changed from 16” to 
18” and the controls have been moved 
from beneath the oven to above the 
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oven. The big 18” wide oven is available 
with or without a rotisserie. Perhaps the 
most striking change is the new recessed 
instrument panel. 

Market data. All models are fully 
automatic clock-controlled and are avail- 
able in brushed chrome, coppertone por- 
celain, or pink, yellow or green porcelain. 
Model EO-22P pictured above has a 
suggested retail price of $224. Available 
now direct from manufacturer, the unit 
is primarily an item for contractor sale. 
Tennessee Stove Works, Dept. AL, East 
14th St., Chattanooga 1, Tenn. 
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Has Two-Track Tilt Window 

A new two-track aluminum economy 
window is announced. Called the Star- 
lite, the two-track tilt window was 
developed expressly to provide dealers 
with a quality window at a price that 
would permit them to meet price com- 
petition and still realize the normal 
markup, says maker. 

Market data. Suggested retail price of 
the Starlite is $14.95. Available now 
direct from the maker, the window is 
primarily an item for consumer sale. 
Regal Window Products Co., Dept. AL, 
Harrisburg, Penna. 
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How to make big profits on the “extra room” boom... 
a unique idea made possible by a unique product... 


Nell the DeVAC GlassWalls Convertible Family Room! 


Convert porches, breezeways, patios .. . build from the ground-up. THEY OPEN UP! 

Either way, DeVAC GlassWalls give you the ideal answer to the With DeVAC GlassWalls 

tremendous demand for extra rooms. Remodeling and new con- yoncenensaponsane wire 

struction clients both will be delighted with this exciting idea in hela sommeraere 

living . . . added space that’s cozy as any living room one minute pleasure. Only DeVAC 

. wide open and breezy as a summer porch the next—and at gives wee three stiding 

lower cost than a conventional room. aerpe panting 0 308 
Only DeVAC GlassWalls have three sliding glass panels for zone- gram at bottom of page. 

controlled ventilation. This, and other unique features, give you 

exclusive selling points. Full-length Fiberglas screens are included 

as part of the GlassWalls unit. Extruded from high-grade, heavy 

duty aluminum, anodized to resist rust and corrosion, precision 

engineered for trouble-free operation, DeVAC GlassWalls give 

lasting satisfaction. 


Only De VAC Glass Walls have three sliding D e VA (;. in C ‘ 


panels for zoned control of ventilation 5900 wayZATA BOULEVARD, MINNEAPOLIS, MINN. 


MAIL FOR FREE LITERATURE 
DeVAC, inc. Dept. AL-6 
5900 Wayzata Boulevard, Minneapolis, Minnesota 

Write for complete details on DeVAC GlassWalls 

and the complete line of quality DeVAC windows, 
doors and special products. Please Check: 

Architect (] Contractor 

Dealer {_] Other 





te gg 


ADDRESS _ 


All panels at top— All panels at bottom— Panels all at center— 
ventilation below draft is off your feet. creates “‘thermo-air”’ 
head level. circulation. 
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NEW PRODUCTS 
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Aluminum Push Bars and Pulls 
Cut to Length on the Job 

A new series of low-cost aluminum 
push bars and pulls that can be cut to 
length on the job is announced. Solid 





SYMONS 
Steel Stake 


f Pullout hole 


for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 

can be nailed 
every 1” O.C. 


**1"" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12", 
18”, 24”, 30", 36” 
and 42” sizes. 


Syms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, IIl., Dept. H-9 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name. 





Firm 


Address 





t--o-a 
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38” x 144” bars combine with end brack- 
ets for doors up to 42” wide. The ex- 
truded aluminum is Parkerized and has 
a silver aluminum base coat and a finish 
coat of clear, super-hard enamel baked 
on. A de luxe assembly has push bars 
on both sides of door; an economy set 
has push bars on inside and only a pull 
on the outside. 

Market data. List prices are: pair of 
push bars, $9.90; pulls, $2.68 each; de 
luxe set of two pair push bars and one 
pull with through bolts, $22.66. The 
push bars alone are packed two to a 
carton with fittings. Sets include addi- 
tional pull and fittings. Pulls alone are 
individually boxed and packed six to a 
carton. Ideal Brass Works, Dept. AL, 
250 E. Sth St., ST. Paul 1, Minn. 
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Decorative Marble Flooring 


A new decorative flooring material 
called Venezia Precast Marble for both 
interior and exterior use is available. 
Imported from Italy, the tiling features 
large colorful marble chips, arranged in 
selected design patterns and cast in ce- 
ment to form standard units 12” square 
and 1” thick. Two styles of the new 
pattern group are spheroids and harle- 
quin shown in photo above. Other color 
designs include salt and pepper, desert 
sand, pink, gold and black veined with 
white. 

The tiles combine the strength of sol- 
id marble with attractive design and 
add a maintenance-free touch to in- 
terior flooring for home and _institu- 
tional applications, maker states. Vene- 
zia is unaffected by temperature or 
weather and it is ideal for use on patios, 
terraces or in garden walks. Too, it 
can be used as a facing material. 

Market data. Suggested retail price 
of Venezia is $1.85 to $2.10 per square 
foot. Packaged four square feet per 
crate, Venezia is an ideal item for both 
contractor and consumer sales. There 
is no minimum dollar investment for a 
dealer; however, a minimum order of 
100 square feet is requested. Sales aids 
include a postcard showing the various 
patterns in color. Large stocks of all 
styles for immediate shipment, includ- 
ing a special 10” x 10” size available 
in large quantity only, is maintained 
by Buildesign, Dept. AL, 41 E. 42nd 
St., New York 17, N. Y. 
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Modern Colonial Entrance Door 


A new entrance door line, called Di- 
amond Lite, gets it name from the spe- 
cialized design treatment given glass 
areas. Each door has one or more 
window areas with wood crosshatching 
to form diamond-shaped glass sections 
to permit light and visitor inspection. 
The design arrangement is combined 
with depth-dimensional diamond or rec- 
tangular panels, thereby achieving a 
modern colonial look. 


Included in the Diamond Lite series 
are four new one-piece construction 
doors plus a Dutch Door. 

Market data. Suggested retail price 
of a new Diamond Lite entrance door 
is about $65. Usual retail markup on 
cost is about 50%. Available now from 
millwork distributors, the doors are ideal 
items for both contractor and consumer 
sales. There is no minimum dollar in- 
vestment for a dealer. Sales aids include 
consumer folders, a catalog and door 
display. Morgan Co., Dept. AL, Osh- 
kosh, Wis. 
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Novel Welcome Light 


Called the Welcome Light, an atten- 
tion-getting light may be used over the 
front door, out in the patio or hung in 
the garden. It flashes its message of 
cheer in red, green, blue and amber 
beams at the rate of 60 flashes a minute. 
Four powerful condensing lenses in the 
colors mentioned are driven around the 
light bulb by a quiet, synchronous 
motor operating from the standard house 
current. 

Market data. The Welcome Light is 
equipped with extension cord and hang- 
ing bracket. Simply plug it in and it at- 
tracts immediate attention. It is UL and 
CSA approved. It is ideal as an item for 
both contractor and consumer sales. 
Dealer sales aids include a_ beautiful 
brochure. Trippe Mfg. Co., Dept. AL, 
133 N. Jefferson St., Chicago 6, IIl. 
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‘NoYo WRAP’ 


Weatherstripped Door Stop 


A new Seal-Draft weatherstripped 
door stop in an alumilited aluminum 
finish is announced. The material con- 
sists of a featheredged vinyl sealer im- 
bedded into the body channel and de- 
signed to flex with door operation to 
create a tight weatherproof seal. The 
body is permanently affixed to the wood 
or metal door jambs with stainless steel 
screws and can be used either as a 
weatherstripped door stop on _ straight 
jambs or as a weatherstripping on rab- 
beted jambs. 

The product is packaged in set form 
with side bars coped to fit header piece. 
Standard door sizes may be cut to fit 
smaller doors by cutting off surplus 
length with saw. 

Market data. Seal-Draft weather- 
stripped door stop retails at $9.95 per 
set (for one door). Dealer discount 
ranges from 35% to 45%, depending 
upon quantity ordered. A dealer may 
stock as little as one set at a cost of 
$6.47 per set. The dealer price for a 
package of 8 sets is $6.05 per set; for 
three packages containing 24 sets, the 
dealer cost is $5.67 per set. Available 
now from 111 building material and 
hardware distributors, it is an ideal item 
for both consumer and contractor sales. 
Sales aids include counter demonstra- 
tors, sample sections of the product and 
catalog pages. Seal-Draft Div., Sun 
Screen Products, Dept. AL, 2220 N. 
Division St., Spokane 21, Wash. 
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Septicare as Impulse Item 


Called Septicare, a new 
household chemical product, is 
packaged in transparent plastic 
tubular containers. The chemi- 
cal is designed to keep benefi- 
cial bacterial action in septic tears 
tanks in proper balance. Peri- deoyp> 
odic applications of Septicare 
into toilet assures’ efficient 
waste reducing function of sep- 
tic tank, prevents clogging, 
backup and eliminates costly 
pumping, maker says. 
Market data. Offered in an 
impulse-selling package, Septi- 
care is primarily an item for 
consumer sale. Each case contains 24 packages and one display 
card. Suggested retail price is $1.98 per container of nine 
ounces, enough for one year’s supply, it is said. Clover Prod- 
ucts, Dept. AL, 1141 Atlantic Ave., Rochester 9, N. Y. 
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All dressed up and ready 

to sell... Noyo Wrap really moves 

redwood! That’s because it does more than protect 
from dirt, moisture, scuffing. Union’s “at the mill” 
packaging has eye appeal, too! 

Sparkling red & yellow Noyo Wrap tells your 
customers to expect quality inside. Not just red- 
wood... but premium redwood from Union Lumber 
Company — carefully graded, protected in 
transit, and always certified kiln dried. 

Noyo Wrap simplifies handling. Easy to identify 
and store because it’s end-labeled to show grade, 
pattern, size, & number of pieces. Easy to remove 
“singles”, and re-close to protect remaining lumber. 


Next time you order redwood, specify Noyo Wrap. 


FORT BRAGG 
CALIFORNIA 
TREE FARMERS AND <4) ppawcisco 
MANUFACTURERS Los ANGELES 
PARK RIDGE, ILL. 
NEW YORK 


SALES REPRESENTATIVES THROUGHOUT THE NATION 
Member California Redwood Association 
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new SALES AIDS 


Fashionwood Display Cabinets 


Four all-new Fashionwood dealer 
package displays for 1959 are an- 
nounced. Any of the seven finishes 
available for the Fashionwood line of 
natural wood cabinets may be speci- 
fied by the dealer when ordering his 
display. Layout of the packaged units 
ranges from a basic exhibit of cabinets 
only to an L-shaped cabinet arrange- 
ment complete with built-in range and 
counter-top stove and sink as shown in 
photograph above. 

In addition to all necessary construc- 
tion materials, each package contains: a 
colorful window banner; a_ Fashion- 
wood sales and decorating portfolio; 
250 brochures for customer handout 
and 500 mailing pieces with a message 
directed to housewives. Curtis Compa- 
nies, Inc., Dept. AL, Clinton, Iowa. 
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Rain-Carrying Equipment Film 

A new color movie describes fabrica- 
tion and installation procedures of alumi- 
num rain-carrying equipment. The 21- 
minute sound film traces a typical job 


from cost-saving shop work through 
final installation on the site. The actors 
are competent, experienced sheet metal 
men. The movie features Alcoa’s new 
system of aluminum gutters and down- 
spouts. It also gives valuable pointers on 
use of comparable systems and flashing. 
Aluminum Company of America, Dept. 
AL, 1501 Alcoa Bldg., Pittsburgh 19, 
Penna. 
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Test of Nail-Holding Power 

A dramatic desk-side test to demon- 
strate the nail-holding power of its new 
Gold Bond Brace-Wall “N” Insulation 
Sheathing is announced by National 
Gypsum Co. The salesman hammers a 
nail into a 5” square sample of the 
sheathing. A scale is attached to the nail 
head and the customer is then invited to 


hold the sample while the salesman pulls 
the scale as illustrated in photo above. 
The scale registers the nail-holding 
power, which is considerably in excess 
of the 40 pounds required by FHA, 
maker announces. 

Wood and asbestos shingle siding can 
be nailed directly to the new sheathing 
with aluminum ringed nails. There is no 
need of furring strips, according to 
maker. Brace-Wall “N” Sheathing is 
made in %” x 4’ x 8 and 9’ sizes. 
National Gypsum Co., Dept. AL, 325 
Delaware Ave., Buffalo 13, N. Y. 
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Hack Blade Merchandiser 

A new hand hack saw blade mer- 
chandiser measures 16” x 642” x \%” 
and may used on the counter or 
wall. Super Safe and Duraflex Disston 
blades in 10” and 12” sixes and 18 and 
24 teeth per inch make up the assort- 
ment of blades offered in the display. 
Made of high speed tungsten steel to 
resist wear. Super Safe Blades cut easily 
through a wide range of materials in- 
cluding stainless steel, copper tubing or 
aluminum conduit, maker states. 

All blades on the display are brightly 
painted in green and tangerine. Each 
blade carries clear, easy-to-read, self- 
selling copy. The total dealer price of 
the display is $32.24 (list price amounts 
to $48.20). Disston Div., H. K. Porter 
Co., Dept. AL, Unruh & Milnor, Ta- 
cony, Philadelphia 35, Penna. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 


Free Food Center Display 


All six appliances for NuTone’s Built- 
in Food Center are visible through slid- 
ing glass doors in a new dust-free sec- 
tional display. The motor is mounted on 
top with ample space for demonstrating 
each attachment. The compact display 
interlocks on top of NuTone’s other 
sectional display units, as shown in 
photo above. 

The food center display is offered to 
dealers. The only dealer charge is the 
cost of the merchandise, which amounts 
to $77.43. NuTone, Inc., Dept. AL, 
Madison & Red Bank Roads, Cincinnati 
27, Ohio. 
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Scrub Test Sells Ceiling Tile 


A selling demonstration dealers may 
use to help sell more ceiling tile to 
consumers is announced by Insulite. It’s 
called the Durolite Scrubbability Test. 
Simply take cleanser, a brush, water, a 
piece of Durolite ceiling tileboard and 
dirt. Smudge the dirt over a piece of the 
ceiling tile, sprinkle it with cleanser and 
by using brush and water the tile scrubs 
clean, maker says. Durolite is available 
in white and light ivory colors and in 
sizes of 12” x 12”, 12” x 24”, 16” x 16” 
and 16” x 32” in %2” thickness. It has a 
flanged tongue-and-groove joint for easy 
application. Insulite, Dept. AL, 500 In- 
vestors Bldg., Minneapolis 2, Minn. 
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DEALERS SOUND OFF 


(begins on page 58) 





pretty much the following: 

1. The railroads should not be 
operated to suit the whims of the ICC 
nor of certain manufacturers, whole- 
salers and retailers whose best inter- 
ests are not served by transit cars. 

2. The surprisingly large percentage 
of transit lumber cars as compared to 
other lumber cars is no accident, but 
is based on the popularity of transit 
car merchandising. If transit lumber 
didn’t sell, it wouldn’t be put in transit. 
If a vast number of dealers didn’t buy 
transits, there wouldn’t be any transits. 
It’s really much simpler than your 
article makes it. Your cumbersome 
interviews with various buyers sound 
as if there is something illicit in 
transit car merchandising.—A. T. 
Brink, Tri-State Lumber & Shingle 
Co., Kansas City, Mo. 


Small Mill Men 
Have Their Say 


To The Editors: 

The railroads, being a necessary 
utility to us, certainly should cater to 
specific needs of specific shippers and 
not just the big boys. The transit mar- 
ket fulfills a definite need in the op- 
eration of our mill. We are sure the 
railroads find it economical to handle 
the cars; otherwise they certainly 


would not do so.—Charles R. Bayless, 
partner, Bayless Lumber Co., Philo- 
math, Oreg. 


To The Editors: 

Your article left unsaid many of 
the merits of that method of selling 
lumber. We feel the consumer gets 
the benefit of immediate delivery of 
specific items without additional cost 
to him. These savings are made pos- 
sible in a plant such as ours because 
we can run our production straight 
from the plant into the boxcar. The 
transit wholesaler is a ready market 
that pays the going price the day the 
car is loaded.—J. M. Garske, man- 
ager, The Jaymar Co. Mill, Walla 
Waila, Wash. 


To The Editors: 

We have found we have been able 
to get close to big mill prices for 
our product and thereby purchase 
government and other timber in order 
to compete with the big producer for 
raw materials. 

If there were no transit market we 
would not gain this marketing ad- 
vantage and would be forced to take 
a much lower price than the big mill 
is getting. Also, without the railroads 
handling lumber in transit, the peaks 
and valleys of the market would not 
be leveled out and the market would 
be much more erratic than it is with 
the transit market acting as a stabiliz- 
es.—Charles H. Hibbs, West-Fir 
Studs, Inc., Sutherlin, Oreg. 








How to Convert 
Old Sheds for 
Mechanical 
Handling 
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Wants More Mill Cooperation 
To The Editors: 

We purchase a reasonable number 
of transits. I am sure we have pur- 
chased more transits due to quicker 
service; if you look for a load, you 
can find cars with as good a tally as 
a mill shipment. 

However, I was disappointed in 
Mr. Taylor’s remarks, when he spoke 
of loading these cars from the green 
chain without segregating lengths. For 
our purpose, if the lengths were 
segregated we would buy more trans- 
its. 

This past week we had two cars of 
fir delivered. One was a mill ship- 
ment, the other a transit. Our un- 
loading time on the mill shipment was 
20 man hours. The car was a double 
door box, lengths segregated and was 
very easy to handle. The transit was 
a single door car, and you would have 
thought the lumber was blown in; all 
sizes and lengths were mixed. It took 
us 36 man hours to unload it. 

Taylor should realize the dealers 
are the front men for the mills, seeing 
the public daily. We must keep de- 
livery men and yardmen delivering 
and loading customers’ trucks. The 
dealer cannot afford to take his men 
out of the yard, spending so much 
time unloading cars. 

With just a little cooperation from 
the mills, I am sure more transits 
would be used.—Raymond W. Mast- 
en, Masten Lumber & Supply Co., 
Milford, Del. 
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ire 


The 40-year-old shed at O’Malley 
Lumber Co., Phoenix, Ariz., was 
revamped for lift trucks by various 
types of roof trusses, some of which 
carry spans of 40 feet, as shown above. 

More than 50% of the shed’s sup- 
porting posts were then removed, as 
illustrated in picture at left. The 
portion of shed at right rear, at left, 
shows old style design, with catwalk. 





Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 
Rotes: 
1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 
3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 

All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 


mailing copy for ads address them to: 


AMERICAN LUMBERMAN 


59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





SALES REPRESENTATIVE 
WANTED 











LUMBER SALESMAN 
Well Established No Yard Lumber Whole- 
er has openings in Chicago, Northern 
Illinois, and Milwaukee Areas. Exclusive 
Territories with Limted Travel required. 


An Excellent Opportunity for Established 
Salesman desiring a change. 


Our Employees know of this ad. 

All replies Confidential to Box J-33 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 


Give Personnel Background and Experience. 
First Reply. 





SITUATIONS WANTED 











BOOKKEEPER 
Familiar with lumber terms, like distri- 
bution ig Ba gg wholesale some man- 
ufacturin s other. Self employed 
for some , 4g Mik die age. Address Box J-31 
American Lumberman Building Products 
Merchandiser. 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 


York 17. 400 Park Bldg., Pittsburgh 22, Pa. 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
TY Co. 


MINNESOTA SPECIAL’ 
119 North Fourth Street 
Minneapolis 1, Minn. 





RETAIL CATALOGS 
rh gta that lasts. Write for de- 


The Dingle 
Freeport, a 





It’s hard to believe if you haven't 
seen it, but one man can actually do 
the work of four in warehousing ma- 
terials, with simple, low-cost equip- 
ment. Greater capacity, lower han- 
dling cost, lower labor cost and a 
smaller investment in equipment will 
make your waréhousing more profit- 
able. Send for details of an exclusive 
plan. Address Twin-Tilt, P. O. Box 
1-6, Cincinnati, Ohio. Please give 
name and title on your business 
letterhead. No obligation. 





BUSINESS OPPORTUNITIES 











BUSINESS FOR SALE 











HELP WANTED 





SOUTH FLORIDA 
RETAIL YARD MANAGER 

South Florida is eens tremendous 
growth, which necessitates the expansion of 
our operation. 
You can enjoy the benefits of working for 
a wel! established eemmenay with umlimited 

romotional opportunities and aeee 

nefits. Write in complete details of your 
experience in the lumber business, and 
sonal background, enclosing a recent photo- 
graph and mail to Box J-20 American Lum- 
berman & Building Products Merchandiser 


ppemansed | Retail Lumberman, Estimator, 
alesman. Capable of assuming Assistant 
one 0S 3 State qualifications and 
references in re 
Hate f" Brookman 
P. O. Box 
Cedar Rapids, Iowa 


WANTED: Manager for retail lumber yard 
located in Northern [linois. Must have 
ability to produce sales and must be familiar 
with lumber, millwork, hardware and esti- 
mating. Good ong B and —. Address 
Box J-28 American Lumberman & Building 
Products Merchandiser. 


HELP WANTED: Manager-Lumber Yard- 
West Coast Florida. Salary, Profit sharing. 
Age 35 to 40 years. Write all details to Box 
J-29 American Lumberman & Building 
Products Merchandiser. 


WANTED: Experienced Lumber Estimator 
Salesman for long established retail yard. 
Must be capable and wane State qualifi- 
cations and ey expecte Address Box 
J-30 American umberman & Building 
Products Merchandiser. 
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FOR SALE or FOR RENT 

75,000 Sq. Ft. Prefab Plant, one story, 12’ to 
Eaves. 30,000 Ft. Kiln Concrete Floor and 
Yard. 30 Minutes from Minneapolis Loop. 
Trackage on 2 Railroads. Ideal Rention for 
large lumber te and/or manufacturing and 
distribution. Truck loading dock. Address 
Box J-26 American Lumberman & Building 
Products Merchandiser. 


MODERN LUMBER YARD—For Lease or 
Sale—Erie, Pennsylvania, available now 15M 
sq. ft. lumber sheds — 532 ft. private rail- 
road siding — 4% acres — separate office 
building — excellent corner location. Han- 
dle direct. Prendergast Co., Cleveland 5, 
Ohio — Michigan 1-7175. 


The most outstanding lumber yard in Brev- 
ard County. Unusual gy teene A to pur- 
chase »rosperous yerd. | booming missile 
area o.1 East Coast of Florida. Aggressive 
outfit doing about $1,000,000 a year in sales. 
Immediate return on your investment. Ad- 
dress Box J-22 American Lumberman & 
Building Products Merchandiser. 


FOR SALE: Lumber, Buil Bintecial. 
aint and hardware, small ka 
Grossing average $100,000—2 tly 
inventory, going concern. Excellent a7 
some financ available. Address Box G-' 
American Lumberman, Inc. 


FOR SALE: Well established saw repair 
and Sales business (including 6-room house) 
in heart of Edmonton, Alberta, Canada, city 
of 275,000. Well equipped shop. Grosses 
around $22,000 without advertising. Nets 
over $7,000 yearly. Customers throughout 
Alberta, many in British Columbia. Agent 
for well-known saw factory. Inventory 
around $6,000. Property appraised at $20,000 
without house. Owner desires retire account 
age. Wonderful opportunity for right man. 
Need $18,000 cash. Balance payments. Ad- 
dress Box J-32 American Lumberman & 
Building Products Merchandiser. 


August 3, 





AN EXCELLENT OPPORTUNITY in a ver 
active and growing community. Will sell 
my share in a profitable going retail Lumber 
Yard. Established 20 years o—. Will involve 
$35,000. Reason for selling, ast 75 years 
of age, want to retire. all 1 C. Hagelin 
at Parkway 4-7728 Watsonville, Calif. be- 
fore 8:00 a.m. or after 5:00 p.m. or address 
P. O. Box 763 Watsonville, California. 


Strong Oak Flooring Demand 

A forecast of continued strong de- 
mand for oak flooring throughout the 
remainder of 1959, highlighted the an- 
nual summer meeting of the National 
Oak Flooring Manufacturers Associa- 
tion at Memphis. Five new mills joined 
the association and were formally ac- 
cepted at the July meeting. Total mem- 
bership now is 96 firms, who account 
for more than 90% of the nation’s oak 
flooring supply. 

President Walter J. Wood, vice pres- 
ident for sales, E. L. Bruce Co., made 
the optimistic forecast and he said oak 
flooring is holding its leadership in the 
residential flooring field. He urged 
more research to win a larger share of 
the flooring market for homes built on 
concrete slabs. A review of the Wood 
Promotion program, a report showing 
that there should be no fear of a wood 
“famine” and a discussion of legisla- 
tive developments in Washington af- 
fecting housing, concluded the meet- 


For more facts, use 
handy back cover 
coupon. 
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‘Have You Overlooked This?”’ 

The following manufacturers were carried 
in the July 20 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Acme Steel Strapping 

Steel eos speeds lumber eae 

and 
American Hard Serer «116 

Literature kit available on plastic pipe 

with fittings and valves to match. 
American Sisalkraft Corp. 

New Merchandising rack displays, sells, 
and > ag plastic and screen window 
materia 

Armstrong Ceilings 1 
es advertising increases ceiling tile 


Berry Steel Doors 
Five year guarantee on Berry doors of 
Paintlok —. 
Bird & Son, Inc. 105 
= Seal shingles make money for deal- 


115 
Stapling tools help sell easy-to-install ma- 


terials. 
eeeie-Seuthern Div., Potiateh Parente, 
"Potlatch is a dependable source supply for 
lumber and s: wean gaaes 
Cleveland Steel 11 
oe offered 0 oy . a -quality building 


roduc 
Dou ee rir ‘Plywood Assn. ; 122 
DFPA stamp insures top quality plywood. 
Erickson Power Lift Trucks 
Catalog available on power lift trucks. 
Formica Co. 

Constant control and supervision insures 

consistent quality. 
General Portland Cement 

Trinity White dealers can get popular Ph 

it-yourself booklet for consumers. 
Georgia Pacific 

Information and s) gn mere for iaciory- 

sealed Redwood bevel siding wet 
Georgia-Pacific 

Write ior information on Family Proof 
Panel ng: 

Independen Lock Co. 125 

Free eyecatching ‘“Relokit’’ display offered 
during introductory period. 

Leigh Building Products. 

— offered on attic ventilators and 

full line of metal building products. 
Lufkin Rule Co. 

Turnover Target allows dealers to display 
a full line of measuring tools in 45 less 
space. 

Mack. Trucks 
Mack gives solid savings on workaday 


10 

Announces new Random Plank plastic 
finished paneling. 

Masonite Corp. 

Merchandising and selling programs for 
Masonite exterior products available to 
dealers. 

McQuay, Inc. 

McQuay c—~ chimney is easier ne 
faster to install 

Miracle Adhesives 94 

“Free Goods” offer on Miracle Tub-Caulk 
offers dealers 55% profit. 

Monsanto Chemical Co. 129 
Lists available giving locations of Penta 

wood-treating plants. 

National Lock, Medalist Hdwe. Div. 

New Sonic knob is available in all popu- 
lar finishes with optional inserts in con- 
trasting ~~? 

National 128 
Write for tres catalog on builder’s hard- 

ware. 

National Starch & Chem. 

Granite Board underlayment can also be 
used for wall panels and partitions. 

Nichols Wire & Aluminum 1 
Merchandising kit offered on ‘“‘Lap-Drain”’ 

aluminum roofing. 

Perma-Side Co. 

Free literature offered on aluminum awn- 
ings and carport. 

R-B_ Co. 119 
a a and prices available on roll-off 
truck body. 

Ramset Fastening System 96 
Use oe A cover card for details on profit 

"jeans ties with Shure-Set fastening 


Republic Steel; Truscon Div. ........... 77 
dvertising and promotion programs help 
make Truscon metal lath the talk of 
the building trade. 

Richards-Wilcox 124 

Write today for free copy of R-W hard- 
ware catalog. 

Ridge Tool Co. 

Fast selling Ridgid cutters save time on 
the job. 

Roddis Plywood 92 

Dealers’ Fact File offered on Craftwall 
wood paneling. 


August 3, 


Ruberoid Co. -120 
eens aids are supplied for auto- 
claved Clapboard siding. 
Safe Padlock Hdwe. Co. 
Free self service display sells house num- 
bers for you. 
Sargent 
Information and merchandising package 
offered on Lucky Key Contest. 
Security Companies 1 
Write for details on profitable franchise 
for combination windows and doors. 
Sensenich Corp. 1 
Complete information and price lists on 
hard maple counter tops. 
Skil her 72 
Colorful display card is packed with Skil- 
saw gift pack. 
Southeastern Tool & Die Co. 88 
Information available on storm windows 
and doors. 
Southern Screw 
Manufacturer offers 
fasteners. 
Sterling Corp. 
a hardware catalog offered. 
Sun Valley Industries 86 
Full details available on Aluminum sliding 
glass doors. 
Tarter, Webster & Johnson, Inc. ........ 101 
Constant Supervision insures a depend- 
va A source of lumber and _ lumber 
r 
Thomas + a 
Information on new Moe light merchan- 
dising displays and Moe light a. 
U. S. Aluminum Siding 
Offers ad mats, brochures, slides, ste 
lists, and a “pitch book” designed to 


sell. 
Welsh Plywood Corp. 
Bruce PlyWelsh package includes prefin- 
ished paneling and matched mouldings. 
Weyerhauser Sales Co. 98 
Kiln-dried lumber increases sales. 
Yale & Towne 
Attractive peckaging. prices and displays 
assure a big turnover of Yale padlocks. 


complete 
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“Here's a book 
I think you 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


50¢ 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


AMERICAN LUMBERMAN 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 


To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Send me — copies of ‘99 Ways 


to Sell at a Profit Against Cut-Price 
Competition.’ 


‘ 


Money to cover is en- 


Name___. 
Company 
Street 
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MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 7 


A Pattern for Profitable 


Dealer-Contractor Relationships 


Organizing Contractors for Mutual Profit — Part 3 


In the preceding parts of this installment you have 
learned the three “team” categories for contractors, and 
have learned details of the “B” team. Below are details on 
the “S” team and the “I” team. 


The Contract Sales “S” Team. Next to the “B” team, 
(see last editorial) in profit potential for the dealer is the 
contractor who has demonstrated some capacity for de- 
veloping and closing sales, even though he may have no 
sales office or sales organization. 

With “S” team contractors, the dealer has two choices 
of policy—1, to turn leads over to them; or 2, to set up 
teams of dealer salesmen and contractors to cooperatively 
develop deals. 

Obviously, because of the dealer sales control element, 
policy No. 2 is far more profitable than No. 1. When 
dealers supply the leads and prospects, few contractors 
with sales ability have a sufficiently deep appreciation of 
the value of a lead to be willing to pay the dealer any 
more than the lowest competitive price on a job when he, 
the contractor, makes the sale. 

Furthermore, leads are never efficiently handled by 
contractors who have no sales training or background 
for selling. Many a sale has been lost because of faulty 
“sales” tactics by untrained contractors. So whenever pos- 
sible, and as rapidly as possible, the dealer should put 
policy No. 2 into effect and see that “S” team contractors 
operate under the direction of dealer salesmen. 

The dealer salesmen know how to use the sales helps, 
and unless the contractor is exceptional, he will soon be 
willing to transfer to the dealer’s “B” team. In any event, 
whenever possible, no consumer contracts prior to or in- 
cluding the close of the sale should be made without a 
dealer’s salesman present. 

“S” team contractors soon learn that for the dealer to 
turn over to him actual dealer-consumated sales, with 
adequate contractor profit in them, is a most satisfactory 
arrangement from the contractor’s viewpoint. 

Because of the fact that any time the “S” team con- 
tractor spends in selling is lost to him in productive con- 
struction work, one dealer’s salesman can handle as many 
as five of the “S” team contractors. To state this another 
way, an “S” team contractor should not invest more than 
20% of his time in sales development work. 

Good salesmen among contractors are harder to find 
than capable builders. If it should happen that a con- 
tractor is a crackerjack salesman, he can make more 
money both for the dealer and for himself by selling than 
he can in building. Such contractors should be sold on be- 
coming full-time dealer salesmen. Some of the best and 
most satisfied salesmen on the dealer’s payroll today are 
former contractors! 

In addition to securing the additional volume which 
could not be secured by the first team alone, this “S” 


team solves the problem of estimating the cost of labor 
and supervision for the dealer who is not equipped to do 
this. By all means the “S” team contractor should be well 
paid for the extra sales development work he does that the 
“B” contractor does not do. 

Note of warning: In any case where the contractor makes 
the sale without a dealer salesman being present, a careful 
check should be made on what has been promised on the 
job. 

An Assignment and Disbursement Form, which is shown 
below, is an excellent instrument to use at the time of 
awarding the contract to the “S” team contractor. If this 
is used, the job is charged to the consumer and the 
dealer can advertise ““We do no contracting.” 

In addition to the assignment and disbursement form, 
an alternate method of money control used by some 
dealers is to have the contract provide that “all payments 





ASSIGNMENT AND DISBURSEMENT FORM 


To: iinet ia 
(Dealer) 


Dear Sirs: 
This will confirm our understanding and agreement as follows: 


A. I/we hereby assign to you all payments due or to become due 


under my/our contract with aia ae 
(owner) 


dated _._. ss tCttCti‘sCSCCSéftco:« disbursement by cou ass follows: 


i. 3... ae ATM 
(Dealer) ; 

of the attached estimate plus any or all charges applicable to the 

job including O eee 

Sales administration 

Architectural service 

Insurance 

Financing 


2. To . for labor, ma- 
(Contractor) 
terials from outside sources, overhead and profit $ —___ 


TOTAL pee 
B. The amount represented by Items 1 and 2 may be increased or 


decreased to the extent that extra materials are ordered or surplus 
materials returned. 





C. You will pay me/us the amount represented by Item 2 only after 
I/we present you with the Owner’s acceptance and note, both to be 
in — satisfactory to you, together with waivers of lien signed by 
me/us. 


D. I/we will purchase from you all materials you can furnish, and 
will submit receipted invoices for all materials purchased from other 
sources. 
If the foregoing is correct, kindly indicate your approval and ac- 
— by signing this letter in duplicate and returning a copy to 
me/us. 

Very truly yours, 


Approved and Accepted by: 





Company Contractor 


eee EER a F1 aT EIN Ea LoL nS a 
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on the contract shall be made out jointly to the dealer 
and to the contractor.” 

Except for the extra compensation to the “S” team 
contractor for his sales development work, the same pric- 
ing and profit structure should be used in this category as 
with the “B” team contractors. 

Commission schedules to salesmen working with “S” 
Team contractors should be based on materials only and 
coupled with liberal bonuses for making “B” team mem- 
bers of “S” team contractors. 

The “S” team s . Another member of the sec- 
ond team is the contract sales specialist. Certain of these 
semi-independent contractors have developed special sales 
ability in connection with certain end-use packages, such as 
kitchens, extra rooms, garages, special farm building, floor 
and wall treatments. 

Identical procedures are used in securing the dealer 
profit potentials among local “S” team specialists, with 
emphasis of the full capitalization of the individual’s spe- 
cialty. Another member of the “S” team is the cooperat- 
ing sub-contractor. In this category the dealer will en- 
list all of the plumbing, heating and electrical contractors 
who will service the end-use packages he sells. The dealer 
part of the teamwork with cooperating sub-contractors 
will be to generate the lead; to build the total contract 
price; to close the sale; and, to award the contract to the 
sub-contractors. 

The dealer should always try to find reciprocity-minded 
sub-contractors for such team members. The sub-con- 
tractor team member will provide a firm estimate of his 
division of the job; supply the sub-contract materials; do 
the work; and accept full responsibility in his province. 

In estimating sub-contract work, the sub-contract team 
members should take into consideration the cost of sales 
work on the dealer’s part and a profit thereon. He should 
do one of two things, either—give the dealer a generous 
commission on the sub-contract part of the job; or give 
the dealer a net price which deducts an equivalent discount 
from his regular prices. 

This sub-contract situation is one of the most difficult 
problems the dealer faces. It might be well for an in- 
terested dealer to study the mail order techniques of 
handling this problem. They sell a lot of plumbing, heating 
and electrical merchandise and seem to have the service 
problem whipped. 

The advantages to the sub-contractor in belonging to 
the dealer’s team is that dealer advertising will uncover 
many leads requiring exclusively sub-contract services and 
these, of course, will be given to members of the sub- 
contract teams. 

Where dealer profits. The bulk of the net profit the 
dealer will make from this policy of “Teamwork for 
Mutual Profit” will come from the first two teams of 
contractors, the building or “B” Team and the contract 
sales or “S” teams. 

Therefore, every conceivable step that is economically 
practical should be taken by the dealer in setting up a con- 
tractor division in the company operations which will con- 
centrate on making such contractors loosely tied, but highly 
effective partners on the dealer’s first or second teams. 

Contract sales “S” team members should be encour- 
aged to either eventually graduate to the building “B” 
team or go on the dealer’s payroll as a full-time salesman. 
Every preference should be given to the above groups 
instead of the third team which obviously has much less 
profit potential for the dealer. No stone should be left 
unturned by the dealer in seeing that the contractors 
prosper along with himself as these teams grow in service 
to the community. 

The “I” team—This third team is the marginal area 
of contractor sales and profits. Most dealers agree that 
this area should supply not more than 30% of the dealer’s 
sales volume. This might be called the area of contractor 
controlled sales. These independent or “I” team contrac- 
tors build and control about 15% of the Merchantable 
Construction Market, and their volume can be made 
profitable, too. 

Three groups of contractors will be on this “I” team: 
* The footloose independent who has no materials home 


and buys strictly on a price basis. 
* The large project contractor, usually an AGC member. 
* The speculative or tract builder. 

The independent team will be most antagonistic to 
dealer contracting. They are often sold on such narrow 
margins that the dealer is virtually trading dollars. How- 
ever, the dealer who has thoroughly mined the sources of 
extra net profit in his building team and in his contract 
sales team, can build a reserve fund and go out to 
deliberately control this additional volume, too, or at least 
keep it out of non-dealer channels. 

This gold-dust planning requires ingenuity, resourceful- 
ness and very hard work. Every conceivable method of 
control should be tried—building sites, mortgage financ- 
ing, construction loans, exclusive designs, construction 
systems, brands and the control of construction sales leads. 
Furthermore, every possible ingenious and practical step 
in cost estimating and sensitive pricing should be used by 
the dealer executive to secure this business at a net profit. 
Whenever a big order is in the offing, manufacturers and 
wholesalers can smell it often long before the pleasant 
aroma reaches the local dealer’s nostrils. 

The alert dealer, therefore, will let his manufacturers 
and wholesalers know that he wants the business or wants 
it kept in local dealer channels. He will have a reserve 
fund, a percentage of the extra net profit from package 
sales—to draw upon for just such emergencies. He will 
be prepared to take a small financial loss if necessary to 
control the bulk sale (counting on profit on extras) but 
he will insist on his individual supplying manufacturers 
and wholesalers sharing the necessary leverage to secure 
the business. This is a gamble and should be recognized 
as such, but it pays off after by-passing in local distribu- 
tion has been uprooted and banished. 

Inventory homes—As with the speculative builder, 
especially those who build less than one hundred houses 
a year, the dealers who choose to develop a continuous 
inventory home program can control their market, too, at 
a reasonable profit. 

A little analysis will show that the dealer can build 
and sell a home for 10% to 15% less than an operative 
or speculative builder and still make a materials profit. 
Tract builders have a 25% sales and management over- 
head which the dealer does not have because his overhead 
is covered by his regular business. So when the dealer 
finds that his local operative builders will not pay him a 
reasonable profit for the service he renders, and only then, 
he will take the following steps: 
¢ Select a lot similar to those in the operative builders’ 
sub-division. 

Erect an inventory home to the exact specifications of 
the operative builder. 
¢ Advertise it and price it at 10 to 15% below the specu- 
lator’s prices. 
¢ Take custom built contracts at the house selling price 
but do not sell the house itself until the speculator cries 
“uncle.” Most people will wait three months for a house 
if they can save 10 to 15%. 

This inventory home proposition has other advantages 
as well as controlling future sales to the speculative 
builder. You will have a demonstration house or model 
home which will reveal to the people of your community 
what can be built with a single management overhead for 
construction and merchandising. Your cooperating con- 
tractors can usé it as a selling demonstration, too! You 
can put into the house odds and ends of inventory, short 
lengths, slow moving stock, etc., which do not lower the 
value of the house but reduce your cost materially. If 
you do not sell the house you can rent it for a good figure 
and this is an excellent way to defer taxes. 





NEXT ISSUE—“Put Contractors on the Right Team.” 
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In building a success these days hard work is still im- 

portant but it runs second to a knowledge of the tax laws. 
> oa + 

Susie: “I’m going to marry the ugliest man I can find.” 

Sally: “For goodness sake, why? 

Susie: “So if he runs away, who cares?” 

* * * 

So there was this doll, a real cute trick and she wasn’t 
what you'd call a dumb blond but her friends finally con- 
vinced her that her viewpoint needed fixing so they talked 
her into going to a psychiatrist. 

When she got to his office at the appointment time the re- 
ceptionist told her to go right in. 

There was the usual couch, the drawn blinds, the calm 
and quiet atmosphere. The psychiatrist asked her to sit in 
a chair near his desk while he got her history, age and such 
and then he began testing her psychological responses. 

First the psychiatrist drew two squares on a piece of paper 
and asked the girl what they reminded her of. 

“Two people making love,” the girl replied. 

The doctor drew a triangle on the paper and again he 
asked the same question. 

“Why, that’s three people making love” 

The doctor drew a star on the paper. 
remind you of?” asked the doctor. 

“That’s five people making love,” was the quick answer. 

The doctor put down the pencil, looked at the girl and 
replied, “There’s no doubt about it. You’re obsessed with 
se x.’ 

“I’m obsessed with sex?” roared the girl. “You mean you 
- sit there and say that after all those dirty pictures you 

rew?” 


cle caid 


“What does that 


oa * * 

“Pssst, Mac! We can get it for you wholesale.” Well, as a 
matter of fact, that’s the only way we deal. Our business is 
only to serve you, the retailer and never to compete against 
you. We are the time tested source of building supplies in 
the Northwest area. The retail dealer who wants the best 
for himself wants MAUK merchandise—MElrose 3-0300. 

+ a 1 
Simple Celia says there’s many a gal these days who looks 
like a dumb blond who’s actually a brilliant brunette. 

* 1” ok 

Do You Know What Dep't: 

Do you know what an idea is? A funny little thing that 
won't work unless you do. 

Do you know what a train of thought is? Something worth- 
while only when it will take you to a desirable destination. 

Do you know what MAUK is? The idea your train of 
thought should lead to. 


* * tk 


MAUK Seattle Lumber Co. 
Seattle, Washington 


°°. 2 @® 


The C. A. MAUK Lumber Co. 
Toledo, Ohio 
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new LITERATURE 


Floor Polishers. Designed as a direct mail advertising piece, 
a new envelope stuffer shows Red Devil’s Houseboy floor 
polisher in its new, rich colors of candlelight yellow, Caribbean 
aqua and silver gray or a heavy chrome plate finish. Also 
described are the following low-cost accessories available for 
the Houseboy: a rug cleaning attachment, complete rug 
cleaning set and floor reconditioning kit. Red Devil Tools, 
Dept. AL, Union, N. J. 


Circle No. 225 on Handy Cover Card 


Teco Bowstring Truss Design Series. A series of typical 
segmental bowstring truss designs for spans ranging from 30’ 
to 100’ and utilizing a spacing of 16’ oc is available. The 
series consists of a total of eight typical designs in span incre- 
ments of 10’. Prepared for a total live and dead load of 45 
pounds psf, the designs are based on the Teco timber connector 
system of construction and use Teco Wedge-Fit split rings 
throughout. Complete information as to stress diagrams, 
dimensions and lumber and hardware requirements is provided 
on each design. Timber Engineering Co., Dept. AL, 1319 18th 
St., N. W., Washington 6, D. C. 


Circle No. 226 on Handy Cover Card 


A new 16-page catalog presents the Barber-Colman line of 
residential, commercial and industrial overhead doors and 
electric door controls. It gives full information on new 
Weather-King flush sections, combining high-insulation-value 
sandwich construction with guaranteed weatherproof facing. 
Weather-King panel doors, electric operators, radio controls 
and special controls are fully described. Barber-Colman Co., 


Dept. 421-AL, Rockford, III. 
Circle No. 227 on Handy Cover Card 





RATES from 
$1450 


day, per person, two in room, 
including all three meals 


RESORT HOTEL 
LOOKOUT MOUNTAIN. TENN. 


ENJOY AN EARLY VACATION — 
MOUNTAIN —COOL .. . k 
® Championship 18 
hole golf course 


Your whole family will love 
it .. . swim before breakfast, 
sports all day in the sunlight, 
— before dinner, moon- 

ght dancing at Sky-High 
Patio. Nitely entertainment. 
Planned, supervised children’s 
program. Sitters. Unsurpassed 
meals . . . air-conditioned din- 
ing room overlooks seven 


tates. Jack M. Slone — 


@ Olympic Swimming 
Pool — sun deck 


@ 9 hole putting 
@ Riding ®@ Hiking 
® Tennis @ Archery 


® Gala Entertainment 
featuring big name 


Owner management supper club stars 


1 Tact he IN THE CLOUDS 
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LOCKWOOD DORGUARD 
unlocks from outside! 


FROM INSIDE... 

Chain permits door to open only slightly 
so that visitor can be identified before 
admission. Visitor cannot remove chain 
from outside. Easily removed by 
occupant. 


FROM OUTSIDE... 

A turn of key rotates slotted plate inside 
and ejects locking pin from slot. Five pin 
tumbler cylinder provides top security. 
Can be keyed alike or masterkeyed with 
Lockwood locks. 


EASY TO OPERATE... 

To release chain from outside, merely 
turn key in cylinder and locking pin drops 
from slot. From inside, close door and 
slide pin from slot. Pin hangs in base of 
chain plate when idle. 


DORGUARD 


-itsa HOT ITEM! 


For the first time DORGUARD offers an attractive, modern chain door fastener that unlocks by key. 


EVERYBODY WANTS IT... 
>» HOMEOWNERS © APARTMENT OWNERS ¢ TENANTS 


>» MERCHANT BUILDERS... 


at low cost. 


>» MOTELS e HOTELS... extra protection for guests but can be 


unlocked by key in emergency. 


it’s a stand-out with visible features ° 


First shown at National Association of Home Builders’ Exposition ...it was a SMASH HIT! 


(o} f-we-teo)} Co Me Comm fol lig 


Pm SAMPLE MOUNT — Hand 
mounted DORGUARD effect 


onstrates its exclusive feature 


REVOLE' TION 


> POWERFUL ADVERTISING — 
Consistent, hard-hitting ads in leading 
. colorful sales 


builder magazines. . 
literature, including bill stuffers. 


ol -t-y Mm od 0-3 (eo) onl -) oe 


Pm COUNTER MERCHANDISER — 
Colorful packaging tells story at a 
glance. Compact display carton con 


tains six units. 


PORGUARD 


Call your jobber today or write direct. Don’t delay — it’s HOT! 


LOCKWOOD 


LOCKWOOD HARDWARE MANUFACTURING COMPANY, 
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FITCHBURG, MASS. 























‘Ferighter colors PGresseproct--ideat for kitchens 
Finstetls costly, basemen to attic @bosiest cleaning 


RELAX! 


new Kentile® HI-FI 
paper tiles end all your 
sampling problems 


Add flair to your flooring department in just a 
corner’s worth of space with Kentile’s newest 
sampling sensation. Two compact boards contain 
Hi-Fi paper samples of Kentile’s entire Vinyl 
Asbestos and Asphalt Tile lines... 112 designs in 
all. These 3” x 3” paper samples are accurate ex- 
amples of the real thing .. . inexpensive enough 
for customers to take home by the dozen. It’s the 
world’s best way to help waiting customers pre- 
shop Kentile. You need less space, less time to 
sell more Kentile Floors the Hi-Fi way! 


4 MORE REASONS WHY YOU PROFIT MORE 
WITH KENTILE FLOORS: 


1. Complete Tile Line. Not just Vinyl Asbestos and 
Asphalt Tile, but Cork, Rubber, Solid Vinyl, and 
Kentile Crystalite™ Vinyl, too. Name your tile... 
and Kentile’s got it. 


2. Top Quality. Finest colors, styles, wearability, and 
surfacing from America’s largest producer of resili- 
ent tile. Don’t forget that Kentile guarantee! 


3. Advertising. Steady advertising that’s the most 
exciting in the resilient tile field. Selling’s easier— 
because advertising presells ’em! 


4. Fast Delivery. Practically anything Kentile makes 
. .. yours in 24 hours. Reason? Kentile’s whopping- 
big distributor warehouse network—one near you! 


One line is all it takes 
to build your flooring business! 


KIE|N|T| TIL 
BROORE 


58 SECOND AVENUE, BROOKLYN 15, WY... . +» +» 850 FIFTH AVENUE, NEW YORK 1, W. Y. 
3 PENN CENTER PLAZA, PHILADELPHIA 2, PENN... . . 55 PUBLIC SQUARE, CLEVELAND 13, OHIO 
900 PEACHTREE STREET, W. E., ATLANTA 9, GA 1016 CENTRAL ST., KANSAS CITY 5, MO. 
4532 SO. KOLIN AVENUE, CHICAGO 32, ILL..... . . 2834 SUPPLY AVE., LOS ANGELES 22, CAL. 
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